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ost people I speak with resist the idea of chairge, probably because
it draws them out of their comfort zones. They say, "I like what
I have. It's familiar." But all too often, they don't realize that the
"familiar" has become obsolete.
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Whenever we take a close look at the market place, particularly in com
munications software, we find new, innovative ways of handling data.

In other words, we discover change. We have to learn to accept and adapt
to change, because this is the way of the future.
We are actually in the same position as that experienced by people in
1889, who found themselves caught up in the powerful force of the com
munications revolution.

Toastmasters International, more than any other organization, is ready

to accept the challenge of the '90s. If we can accept that change is necess^
for growth, our organization will be prepared to meet the opportunities
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of the future.

For the individual Toastmaster, the best preparation for the next decade
is to be found in the club. Treat your club as a communication workshop.

Try out your own, new, unique ideas and have them evaluated by your
peers. Your club is a prototype of the real world. If your idea works in
the club, chances are it will work in the marketplace as well.
Remember; No matter how brilliant an idea is, if you can't tell it, you
can't sell it.
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Only accurate, straightforward communication will guide us into the '90s
and beyond. We must look for opportunities and be prepared to change,
to fill the need for good communicators and leaders. Just as businesses
change to meet the demands of their customers, Toastmasters InternaHonal must continue to develop to keep its members foremost in the speech
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907 S. Thompson St.. Carson City. NV 89703-4930
Ian B. Edwards. DTM

their district Fall Conference. Each individual presented positive comments
about the successful conference. However, their evaluations resulted in
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the district and make the Spring Conference even better. To these
Toastmasters the words "change and growth" were interchangeable.
As we prepare for the 21st century, let's focus on the opportunities pro

gress provides, so we can adapt to meet the ever-increasing and chang
ing needs of our membership. By being flexible, we can prepare for the
'90s and lay the foundation for the 21st century and beyond.
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Ibastmasters Teach Special
Olympics Athletes to Speak up
Workshops prove rewarding for both trainers
and their mentally handicapped trainees.
BY ANDREA CAHN

and the speaking becomes a very
positive experience."

Special Olympics is a year-round

m.

sports and competition pro^am for

m

people with mental retardation. The
W...

w

si

organization's aim is to offer its pro
grams to as many people as possible.
Regional Workshops
Athletes for Outreach participants are
trained at three-day workshops con

ducted by Special Olympics staff and
experts in public speaking, usually
Toastmasters. Each athlete gives a five-

minute presentation, after which he or

Hedid not know how to read. He

The graduating class of the Southwestern regional Athletes for Outreach workshop. she is evaluated by peers and trainers.
They are asked to give five presenta
become public speakers who can advo tions each year and to recruit new

athletes at every opportunity.
The first group of 15 athletes from 11
and style. The program provides a uni
states
was trained in May of 1988. Since
que opportunity for Toastmasters to ex
Yet there he stood, at a lectern perience great personal satisfaction then, regional workshops have been
in front of an entire room of eager through volunteering for a worthy held in New Jersey, South Carolina,
listeners. Everyone waited silently, an cause, as well as to let them further their Colorado, Washington and Kansas.
Graduates of the Athletes for Outreach
ticipating. Would he do it? Could he? own public speaking and communica
workshops
have proven their public
And then he began—referring to cue tion skills.
Special Olympics athletes are trained speaking skills by being keynote
cards, providing facts and information,
telling his story. Every person in the to give formal presentations—to peers, speakers at numerous meetings, con
room was visibly moved by his civic, sports and church groups as well ferences and conventions; and by ad
as to school and community dressing college and university audi
achievement.
David Green's speech was the administrators—in order to recruit new ences, public dignitaries and politicians.
culmination of three days of training in athletes for the Special Olympics pro
a Special Olympics program called grams and to generate the volunteers Toastmasters Involvement
Athletes for Outreach. To overcome his needed to expand the program
Since the program's inception in the
spring of 1988, Toastmasters have con
inability to read. Green's Toastmaster (Toastmasters, for example).
speech coach had made pictorial cue
"The interesting thing about it is that ducted training sessions on "How to
cards for him to refer to, allowing Green there seems to be a faster learning rate Give a Great Presentation" in the
to make the entire presentation on his in the speech training than there is with Athletes for Outreach workshops. The
participants, through exposure to ex
own.
sports skills for the athletes," says Nan
This is only one of many success cy Sawyer, a Special Olympics trainer perienced Toastmasters, are thus able to
stories spawned by the Athletes for involved in the Athletes for Outreach become better public speakers and the
Outreach program, in which Special program. "Because of the way the Toastmasters themselves come away
enriched by the experience.
Olympics athletes—children and adults workshop is structured there is in
"The athletes wanted to leam all they
with mental retardation—are trained to variable success for each participant.
had never spoken in public

before. His self-consciousness
was obvious.

4
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cate their own aims with self<onfidence

new experience for them, and they feel end of the session, Kathy Helms, a
this is something they could never do- Special Olympics athlete from South
6167-46 in Wayne, New Jersey, after speak before a group. That's what we Carolina, stood up to tell what she
helping participants prepare presenta all feel like, though, in similar situa thought of the workshop: "This is the
tions and evaluating their efforts in the tions. So we treat them like regular peo first time in my life that I've really felt
mid-Atlantic regional workshop. "I got ple and expect them to do it. And they like 1 was almost normal."
to know each of them personally, and do it."
"If more of us had a chance to work
they showed nothing but appreciation
and gratitude for our help. It was a
weekend of long hours, hard work and
could," said Toastmaster Andrea Vicari
of the

Northeast State Farm Club

lots of fun for ^ of us.
"The experience taught me that al

though the athletes are mentally han
dicapped, they make up for it in en
thusiasm, determination and just plain

"This is the first time in my life that I've
really felt like 1 was almost normal."
Kathy Helms,
Special Olympics Athlete

cheerfulness," she said.
Mimi Keener, a veteran Toastmaster of
the Greenville Club 964-58 in Green

ville, South Carolina and a member of

Keener has been a key person in closely with talented people such as
Carolina Special Olympics, has twice bringing Toastmasters and Special Kathy/' Keener explams, "then we might
been a trainer for Athletes for Outreach Olympics together into a complemen
be able to relate to them in a more
workshops.
tary and committed partnership. Keener realistic and appropriate manner."

the Executive Board of the South

"The athletes themselves, when com

became convinced that this was an

ing to these workshops, are not quite endeavor worth pursuing at the close of Rewarding Experience
sure what to expect," she says. 'It's a the first workshop she attended. At the
The opportunity to get to know these
athletes is a fulfilling experience and
gives Toastmasters pride in having both
shared and gained knowledge in what
they do best. In addition, individual
Toastmasters working with Athletes for
Outreach provide added visibility for
Toastmasters International through their
community involvement.
Commenting on his involvement as a
trainer, Toastmaster Greg Russ of the
Northeast State Farm club says: "It was
an exemplification of the good neighbor

\

theme in action. As the weekend came

to an end, I was extremely elated and
felt several different emotions at the

■n

same time. This was probably the most
rewarding thingI have ever done as a
Toastmaster, and I want other Toast-

masters to experience the joy of sharing
knowledge and speaking skills with
these athletes."

The relationship between Special
Olympics and Toastmasters has already

been established in many communities,
but nowhere is it more symbolic than

/

&

in Connecticut.

fM

m

Mark Swiconek, a Special Olympics athlete and Able Toastmaster from Connec
ticut, shakes hands with Connecticut governor William A. O'Neill.

Mark Swiconek, ATM, a Special
Olympics athlete who has been a
Toastmaster for seven years, was in
strumental in coordinating Toastmaster

participation in the Athletes for
Outreach workshop held in Connec

ticut in October, 1988.
Swiconek, a member of two Connec
ticut clubs: Bristol 3153-53 and Great

Plains 1710-53, honed his speaking skills
by talking to civic clubs, community
Continued on page 15
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Me and My
Toastmasters Manual
A light-hearted look at the many benefits of
the Communication and Leadership manual.

BY MICHAEL BIKT

finally something clicked. The content
is almost exactly the same as a book I
bought in high school in Los Angeles
nearly 20 years ago, titled How to Date
Women: 10 Ways to Attract Beautiful
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Women.
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No kidding. I was a desperate 17-yearold, and this book promised success in
10 steps, just like our CTM process. And
believe me, Ineeded all the helpIcould

ff

m

get.

A

The moreI thought about it, the more
impressed I became about the
similarities between speaking in public

7a

and what I remember about being a
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Ladies and Gentlemen,Ilove my

Toastmasters manual! It has so

much wisdom to offer, not just
on public speaking.
Something had been nagging
at me—the lessons in our manual seem

ed so familiar somehow. For a long time
Icouldn't quite put my finger on it, but
6
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17-year-old, learning how to "com
municate" with the opposite sex; stark
terror, fear, embarrassment, dry mouth;
as well as exhilaration at the potential
for success.

So what 1 would like to do is take you
back 20 years with me and share some
of the experiences. 1 don't have my How
to Date Women book anymore, but 1 do
have my Communication and Leader
ship manual.
Step One: The Ice-breaker
Obviously, this is that tough but

crucial first step. You must be willing to
risk embarrassment. Manual: "Make it

personal; build a rapport with your au
dience." At 17, just what does rapport
mean? But I got the gist, and 1 worked
hard on a gambit. It must have work
ed; some girls did talk to me.
Step Two: Be in Earnest
That was easy! I was oozing sincerity
and conviction. Ihad no trouble convin-

Illustration by John Dickenson

Special Offer to New Customers!
dng anyone I was in earnest. The words
just came out: "lU do anything."
Manual: "Speak with confidence; out
line and rehearse." I did it all. 'Try it
without notes."(Gulp!) Most of the time

with regard to the monosyllabic grunts,
Japanese men have this down to an
artform. I've tried using nouns with
my wife, but all 1 get back is verbs.

1 still use notes.

Step Eight: Make It Persuasive

liris is a very important step, and one
Step Three: Be Organized
in which 1 failed miserably. It involved
Again, there are remarkable similari meeting a girl's parents. Manual:'To be
ties. Manual: "Develop a clear sense of persuasive, you must be viewed by your
purpose." Friends, 1 had a magnificent audience as honest, believable, trust
obsession. Manual:"Do you want to ex worthy and knowledgeable." Strike
plain, persuade or inspire?" Yes, all of four. Ibr some inexplicable reason they
the above, and a great deal more. And perceived me as a loathsome 17-year-

The

"Early American"
Historic Collectors
Coin Set

o

The more I thought about it, the more impressed
I became about the similarities between

speaking in public and what I remember about
being a 17-year-old, learning how to
"communicate" with the opposite sex.
5 historic

finally: "Motivate your audience to ac
tion, agreement or understanding."
Now we're getting somewhere. Girls
were amused (they laughed a lot).

old, harboring sinister motives toward
their daughter—imagine that! Now that
I'm the father of two daughters myself,

U.S. coins

only

1 can better understand.

'wn five great American coin
o.

longer.

Step Ten: Inspire Your Audience
This is the last speech on the road to

ly $29 in this specied introductory

Step Four: Show What You Mean
This was very dangerous territory.
Manual: "This project is an introduction
to body language, how to use gestures,
facial expressions and other body

the CTM, and it was the final of the 10

Motivation to action took somewhat

movements to illustrate and em

phasize." How 1 longed to show what
I meant! But there was a fine line that

had to be respected. I didn't want her
father after me. Besides, in high school,
you gotta be cool.
Step Five: Vocal Variety
This was easy. My voice was chang
ing anyway. 1 practiced whispering,
then moved to suave and debonair—all

Ways to Attract Beautiful Women: "Be
confident, forceful, positive and
definite." This was a tough assignment.
1 hadn't much to work with. And 1

made it hard for myself: halfway
through my senior year 1 left high
school for a year in Europe. My assign
ment was to express with originality
and depth why 1 was ditching my
girlfriend for the life of a wanderer.(The
general evaluator of that speech would
have had plenty to comment about.)
Needless to say, 1 didn't get the dating
equivalent of a CTM. And there is a
post-script: Three months after 1 left Los
Angeles, she dumped me for a football
player who couldn't even read or write,
much less speak in public.

this while grovelling. Our manual calls
for special attention to tone, pitch and
rate, but these things were just too ad
vanced for me. My problem was how
But in the fullness of time 1 returned
to do all this on the phone, since 1 didn't from Europe, met a beautiful woman,
have a car.
and started the 10-step process all over
again. This time it worked. She married
Step Six: Work with Words
me.
1 don't know if my wife would grant
liiis was the biggest challenge. In
high school in the '70s, social inter me CTM status for that, but you can see
course consisted of phrases such as, that 1 do have faith in me and my
"Like wow, that's really neat." Besides, Toastmasters manual.
♦
1 grew up with my brothers, and in a
Catholic school, girls seemed pretty ex Dr. Michael Birt is the incoming president
otic. My how-to manual included a ofACCJ Club 4334-U in Tokyo, Japan. Dr.
special footnote: "Avoid monosyllabic Birt ivas the third-place winner of Toastgrunts, and never snap girls with a masters International's 1988 Taped Speech
towel." I've never forgotten that. But Contest.

classics, up to 125 years old, for on
offer. Each historic collectors set in

cludes an average circulated
1859-1909 "Indian Head" penny
(the favorite of the Wild West era);
a long-obsolete 2 cent piece (the
first U.S. coin inscribed "In God

We Trust"); the 1883-1912 "V"
nickel (crooks gold-plated some and
passed them off as $5 gold pieces);
and the 1892-1916 "Liberty Head"
silver dime and half dollar (regard
ed as the most perfect coin design
in U.S. history).
Real money from bygone America,
these historic sets are being offered
to new customers only at this amaz
ing low price. First come, first serv
ed while supplies last. FREE
display wallet included with each
set for safe keeping. Prices are as
follows: 1 set, $29; 3 sets, $82(save
$5); 5 sets, $135 (save $10); 10 sets,
$265 (save $25). Limit 10 sets.
Order #14237. To order by major
credit card, call toll-free
1-800-451-4463 at any time. Or
send your check or money order to:
International Coins & Currency,
Inc., 11 E. State St., Box 218, Dept.
1203, Montpelier, Vermont 05602.
As our way of saying thank you,
your order will be shipped postpaid.
100% No-Risk Guarantee: 30-day
return privilege.
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On the second Sunday of each month, the
world famous Rose Bowl in Pasadena

becomes home to one of the largest and
most successful outdoor flea markets in

America. It was there that I got caught up
in a conversation with a guy named Milton. He

was running a food concession stand: 'Tofu on a
Stick." Business wasn't going very well.
"I can't understand it," he complained to me. "I
haven't had a lick of business, while that couple
over there has more business than you can..."
"Shake a stick at?" I couldn't even see the cou

ple behind the throng of customers pushing to get

I

ahead in line at "Buns on the Run." A redolent con

spiracy of cinnamon, sugar, orange and fresh bak
ed pastry hung heavily in the air. Their hot cross

ON A SUCK

buns were selling like, well, hot cakes.

"What do you think the problem is?" he asked
me."It can't be my product. I mean, it's nutritious,
low in calories, sodium, cholesterol and fat. Ifs

priced right, and it tastes good." He opened the
portable refrigerator on his little display table.
"Here, this one tastes like barbecued chicken."

How to promote your club through
proper "packaging."

A hidden treasure?

I bit in. It was good, really good. Milton sure
knew how to make some dam good bean curd. But
he did not know the first thing about how to sell

BY GLENNA GREY

it. He didn't know how to find or attract the

market. He knew even less about product presen

tation and "packaging." Standing there alone, it
was painfully clear that he didn't know how to ap
peal to one single appetite among 12,000 hungry
shoppers.
We would have to get to work. I made an ap

pointment to meet him during the week. Then I
said goodbye and ducked behind a nearby palm

i'

tree so he wouldn't see me when I sneaked into
the line at Buns on the Run.

I was telling this story to Norman Riggs, ATM-

B, president of the District 1 Public Relations
Toastmasters club. He had invited me to address

this group on how good public relations can
translate into building club membership. Since I
knew little about Toastmasters, Norman agreed to
meet in advance so we could discuss the objectives

and challenges that his club was facing.
"Buns on the Run? Tofu on a Stick?" he asked,

with a nervous look that told me he was thinking

of quickly scheduling someone else for the
meeting.

The Public Relations club meets in Los Angeles
four times a year to discuss PR topics related to
membership development. District 1 Governor Joe
Jarzombek, DTM, started the club four years ago.
'T thought it would be good to get the heads of
all the local clubs together to brainstorm PR ideas,"

'-

he said.

Usually outside speakers are invited to share
ideas. They've covered news releases, cable televi
sion and public service announcements. They've
talked about target markets, building existing clubs,
building a better image. But according to past and
8
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present presidents, they still have a long way to go
before they can show measurable results for their
efforts.

manageable parcels and assign those tasks based
on experience and interest.
At the top, write these headers: Audience,
Where to Find, Methods/Media, Obstacles/Solu

Identify the problem

They've made a good start though, by identify
ing the problem and who shares that problem. The
PR Qubs members, many of whom are presidents
of dubs throughout the distrid, would lite to apply
PR techniques to attrad new members to their dute
and retain veteran members past the typical
18-month drop-out mark. By so doing, theyTl have
dubs that are more fun, with a more diverse

membership at various levels of expertise.
Says Riggs, "Lots of us are in Toastmasters for
the social benefits. Naturally, the more people, the
greater the benefit." The quality of membership is
another key issue. "We'd like to broaden the ethnic
and culturi mix of our dubs. V\fe also want to com
municate that n is for people active in a wide range
of enterprises who want to develop leadership and
communication skills, not just one special speech."
Forming a PR dub—or adding public relations
emphasis to your own dub program—has benefits
beyond the recruitment of new members. When
informally surveyed, most members of the PR Qub
had a personal interest as well; Many were owners
of their own businesses, motivated to leam more

about public relations techniques that could help
them build their customer or client base.

Take, for example, Cheryl Myers-Kunze, DTM,
Educational Lt. Governor of Distrid 1. She wants

to learn more about advertising and dired mail.
She sells telephone systems and is a professional
meeting planner who would like to build both
businesses.

Another PR Club member. Patsy Bellah, ATM,
owns a data base management and mailing list
maintenance business that "could always use a
few more customers."

Are the techniques used to build a business
much different from those that can build member

ship in your Toastmasters club? Probably not,
although in the case of your club, you may not

have a budget. You do, however, have plenty of
"staff"— people willing and able to put their
energies to work. The trick is not to burden
anyone with tasks too difficult or unsuited to their
talents.

A good source of ideas and information is the
Public Relations and Advertising Kit(Code 1150)
available for $16 from World Headquarters. It is
full of tips on promoting Toastmasters to various
media—radio, television, newspapers and maga
zines—as well as through direct community "out
reach" programs.
Brainstorm for ideas

Just as the District 1 PR Club did, start with a

brainstorming session. Usually when people get
together to brainstorm for ideas, the result is a list.
Instead, try making a chart. You may find the chart
will help you break down tasks into smaller, more

tions, Breakdown by Task, Who's Responsible,
First Meeting Date and Follow-up.
• Let's look at Audience. If you're interested in
attracting professionals, for example, write down
all the different kinds of professional specialties
that you can think of: accounting, personnel,
sales, health care, etc.

Where will you find these professionals? Usually
in the downtown hub of activity in most towns.
You'll find them at professional meetings and
seminars. Make a list of all the professional
organizations that meet in your city. Most profes
sional organizations use a trade association
management firm to handle the membership and
meeting announcements. Mailing houses, local
chambers of commerce and visitor's bureaus are

other sources you can use to develop your list.
• Next, let's look at Media and Methods. In the

n PR and Advertising Kit, youH find a list of
media sources and Hps on how to approach them.
Sometimes it's easier to get editorial coverage than
free advertising space. Are there magazines,
newspapers and circulars that go directly to the
workplace? In Los Angeles, for example, there's
a popular free circular called "The Downtown
News." And the Price Club, a chain of discount
stores that caters to business owners, has its own

newsletter that accepts advertising.
• Get creative when considering methods.
When querying an editor to "pitch" a story idea,

you're going to need a "news hook"—an an^e that
usually stops editors from automatically tossing
your query in the circular file. The mere existence
of your Toastmasters club just isn't fresh enough.
You need a twist on that old saw:"What have you
done (for me) lately."
Has your club done anything noteworthy in the
community? How about putting together a Youth
Leadership Program for disadvantaged kids,
children in drug rehab or even gang members?

Y

ou

need a
twist on

that old
saw:

"What

have you
done

(for me)

lately?"

Now that's news! "Local Toastmaster Club Gets

Kids Talking." Make sure you "alert the media"
well beforehand, and talk to an editor to see if you
can get a writer assigned to cover the event. Don't
forget about local television news and cable
stations.

• It's wise to anticipate Obstacles to your suc
cess, and to think of a game plan to overcome
them. The brainstorming session is a good forum
for objections to surface. Make this a two-column
item on your chart, first listing all the objections,
then all the solutions. "Lack of time" is usually
a problem in nonprofit organizations. And, since
your club members aren't necessarily going to be
public relaHons specialists, you may well anHcipate
another objecHon as being "lack of experience/
know-how."

• The Solution to both of these problems is to
break down tasks into smaller pieces and think about
December 1989 9

using the talents you already have at your
disposal. Make a list of your club members and
their interests and skills. It's important to match
the right person to the task. Otherwise, frustra
tion sets in and the job doesn't get done.
Find the right person for the job
If someone seems lukewarm about writing,
don't encourage that person to write media queries

T

he trick

is not to

burden
anyone
with tasks

too difficult
or unsuited
to their
talents.

addresses, phone numbers and current editors.
6. Don't overlook airline magazines,(after all,
Toastmasters clubs exist in 50 countries!), executive

and business publications, community and college
newspapers, and arts and cultural bulletins.
7. Mobilize to approach corporations. Put
together a kit that includes a letter to the chief ex
ecutive officer. You can be sure it will be sent to

the personnel department, but maybe the CEO

or news releases. For someone short on time, tasks will scribble a nod of approval on the buckslip.
involving research are out, but the mailing list Your library and chamber of commerce will have
committee may be perfect. That person can stuff lists of all the local companies.
8. Singles clubs can be good sources for mem
envelopes between other responsibilities.
If speechmaking is the talent most in supply, bers. Many local papers run lists of singles
remember all the professional organizations in meetings. A humorous speech on "50 Ways to Say
your community. Put together a list of all the 1 Love You—Without Saying'umm'" or "10 Visual
qualified Toastmasters who have speeches Aids To Enhance Your Marriage Proposal" could
ready—or ready to adapt—for professional be a sure hit that promotes Toastmasters as a fun
organizations. Talk to the program chairperson of group.
9. Make it easy for people to find you. Once
the local chapter of a professional organization and
see if you can't sign up one of your speakers for they've heard of Toastmasters, they'll want to call
you to find out where you meet. In a large city
its upcoming meeting.
Obviously, most clubs will balk if you say, "I'd like Los Angeles, that means multiple phone
like to madce a speech to your group about books. Are you sure you're listed?
Toastmasters." Instead bill yourself as an expert on
10. If all else fails, throw yourself at the mercy
"Effective Meetings and Presentations." Make it of a public relations professional. Who knows?
catchy. Your speech to the local accountants You may get more than free advice. Approach
association might be billed as "Calculating Your your local chapters of the Public Relations Socie
Audience."
ty of America and the International Association
As in any strategic planning job, the most im
of Business Communicators. See if you can't ex
portant part is accountability. Youll want each per change time on each other's program agenda: Of
son on your PR team to commit to a task and fer free speeches on presentation skills in return
timetable for the start and completion of the task. for speeches on promotion and publicity
District Ts PR Qub members are thinking about techniques.
meeting more often than four times a year. After
they set their objectives and tasks, sm^ commit Conquest through appeal
tees may meet more regularly, even if informally.
One more thing. Turn your pockets inside out.
To stir the interest of the cluhs inactive members, PR folk are suckers for the poor working class.
and to keep the momentum going among those
That's what Milton did. He even flicked a little
who are active, Riggs is thinldng about sending lint on the floor for effect. "1 sure could use your
out a discussion summary after each meeting.
advice," he said. "I've sunk every dime I've got
into Tofu on a Stick."
List of ideas

Following is a partial list of ideas that my col
league, Janet Plant, and 1 presented to the District
1 group:

1. Break it down. Don't try to do all the PR tasks
at once. Spend your energies where you're likely
to get the greatest return. Set up small task forces
that meet regularly.
2. Network. Find out what other clubs are do

ing in terms of PR and publicity, and share ideas
with them. Include PR ideas in your club newslet
ter, and distribute it to other clubs.

3. Build incentives for membership develop
ment. Establish recognition and rewards for those
actively involved in membership recruitment and
public relations efforts.
4. Schedule your ideas. Make up an annual
calendar of all the PR activities that you want to
carry out. For example, mark well in advance
events that should trigger a news release.
5. Develop a good mailing list. Go to your
library and get the "Bacon's Publicity Checker." It

lists ail local and national publications, including
10
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"No problem," 1 assured him. "You got an elec
tric fan?"

At the next big Rose Bowl flea market, the line
at Milton's stand was twice as long as the one at
the bun stand. Gone was the little refrigerator that
obscured the product. Taking its place, was a

gleaming chrome and glass ref^rated bain-marie
that allowed customers to see the delicacy.
We had renamed the product "Powers of the
Orient" and put up a giant sign with a big red
and gold dragon eating the product, fire shooting
from both nostrils. Barbecued chicken became
"Chicken Warrior" and the barbecued beef
became "Samurai Sizzle."

We passed out buttons so that each customer
could be a walking advertisement:"Ask Me Where

You Can Seize a Samurai Sizzle." To keep
customers in line from getting impatient, we gave
them free miniature samples.
And what about the electric fan? It wasn't to

keep customers cool—it was part of our "com
munity outreach" program. Turned on full blast
with a hot bowl of Milton's secret sauce in back

I Newspapers. The easiest way to secure media cov
erage is through press releases to local newspapers.
Newspapers are usually more accessible than radio
and television stations, and they allow you to com
municate more information. This is especially impor
tant when it comes to addresses and telephone
numbers.

2 Electronic Media. Public service
announcements (PSAs) can be
aired on radio and cable televi
sion stations. Local talk shows

might be interested in featuring
a Toastmasters officer discussing
the importance of communication
training in the workplace.

promotional materials from local merchants and
organizations. Your ad or flier should be included
in this package.
Universities and Community Colleges. Arrange to
have a Toastmaster give a presentation as a guest
lecturer in a speech communication class. Or better
yet, try to participate in communi
cation-related campus events—like

15 IDEAS
on How to Promote
Toastmasters

in your Community

"Communications Week," for

example—and be prepared to set
up a booth and offer promotional
fliers. If your district already has a
university club, make sure it is
publicized in campus media as well
as in new student or freshman
orientations.

3 Local Government. Contact your
City Hall for information on how to get your
message displayed on the city's cable television pro
gramming. Also try to get information about your
Toastmasters activities listed in the city's community
services calendar, published through the Parks and
Recreation Department.

10 High Schools. Organize or judge speech contests

4 Chamber of Commerce. An ad in its newsletter or

magazine to the library's periodicals department,
and post fliers and ads on bulletin boards.

a presentation by a Toastmaster at one of its
meetings will reach influential local business peo
ple. If someone in your district is a chamber
member, a group of Toastmasters may want to host
a chamber of commerce social hour.

for seniors, or give seminars on career planning.
Even if students don't join your club, this could pro
vide media exposure. It also gives parents, staff and
teachers a good impression of our organization.

I f Libraries. Submit extra copies of The Toastmaster

12 Community
Events. Participate in local fairs,
parades, sports tournaments and holiday celebra
tions. Wear your Toastmasters pin, display your
club banner and ribbons, and offer handouts at a

3 Corporate and Organizational Publications. Editors
for employee newsletters might be interested in
camera-ready ads about TI as "fillers." If the organ
ization has an internal Toastmasters club, by all
means use the newsletter as a vehicle for sharing
your Toastmasters activities with other employees.

^ Employee Orientations. Make sure in-house Toastmasters clubs in corporations, hospitals, government
agencies or organizations have their clubs mention

booth. Again, the Community Services or Recrea
tion departments in your city will have a list of these
events.

13 Volunteer to Host Charity Events. This doesn't
have to be costly. Toastmasters in your district may
already be involved in different charities. For ex
ample, a club could participate in or sponsor a lOK
run. A fund raising event could be held in the home
of a member, or at a club's meeting place. It's possi

ed during new employee orientation seminars.

ble to subtly promote Toastmasters without iriring-

J' Conduct Speechcraft and Youth Leadership Programs.

ing on the cause for the event itself. Make sure to
wear TI pins and arrange in advance for permis
sion to distribute promotional information during

Speechaaft is an eight-session workshop in com
munication and leadership. By conducting one for
community members, your club provides a valuable
service while giving exposure to your club. Youth
Leadership Programs help young people develop
their speaking and leadership skills, so they may
become tomorrow's leaders in business, industry
and the community. The programs may be con
ducted for scout troops, schools and other organiza
tions. This is a great way of showing the public what
Toastmasters is all about.

0 "Welcome to the Community" Packets. These are
distributed to all new residents in a city and contain

of it, it spewed forth an aroma so potent that
customers just turning into the parking lot felt as
compelled to follow the scent as a French pig
snouting for truffles.
The moral of the story: Whatever you're selling,
make it accessible and appealing, then be sure to

the event.

14 Billboards. Just as television and radio stations are
required to regularly air free public service an
nouncements, billboards also must frequently ex
hibit messages by non-profit organizations as a
public service. The only cost involved is for the prin
ting of the message, which could be done surpris
ingly inexpensively. Contact a Public Affairs Rep
resentative in your area for more information.

15 Wear Your Toastmasters Fin! It's a good conver
sation starter.

announce it. See if that recipe for success doesn't
get your Toastmasters club on the stick.
t
Glenna Grey is president of Epigraphic Public Rela
tions and Advertising in Burbank, California.
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'Release'Your Press!
How to use the press release to garner publicity.

The news release is probably the

most effective method of getting
your message spread throughout
the community. It is the easiest,
cheapest and most common tool
used by public relations professionals to
generate publicity. You, too, can use it
to spread the good news at your Toast-

in a clear, logical manner and adds vis
ual appeal to your message.
All news releases should be typed,
double-spaced and include your name,
address and telephone number. It also
should be dated and have an attention-

grabbing headline. If you aren't using
stationery with "News Release" printed

masters club.

on it, type those words at the top of the

Newspapers are the most likely sourc
es for publicizing your event. Reporters
are always looking for stories, and they
rely on press releases for information
and ideas. But to get your release print
ed, it should have an interesting "news

page.

hook" and be delivered to the correct

person, ahead of deadlines and in an
appropriate format.
Direct it to the right person
Both editors and reporters receive
releases. For example, in a smaU daily
or weekly newspaper you may work
closest with the editor, while at a ma
jor newspaper you may send your news
release to the reporter who specializes
in your area of interest.
Direct your news release to the per
son who would be most likely to get it
published. Toastmasters activities usual
ly wouldn't be considered "hard" news,
so your best bet is to send your release

If someone else is better suited to

answer questions about the release, in
clude this person as a contact, along
with his or her telephone number and
address. It is important to include both
home and business telephone num
bers, or numbers where you may be
reached during the day and evening.
You want to show reporters that you are
cooperative by treating their calls as a

• Keep deadlines in mind
Timing is an important factor in

even if ifs after regular working hours.
Following is an example of standard
news release format:
For Immediate Release

Date:

Contact: Name:
Address:

Telephone Number
(Day):
(Evening):
Headline:

The body of the news release should
be accurate, concise and well written.

preparing an effective news release.

Always double-check for accuracy all

Editors don't like to receive a release

names, titles and dates. Begin with an
attention-getting lead that indudes the
who, what, when, where and why of

about events that have already happen
ed. A newspaper prints only fresh news
to keep the interest of its readers.
If you aren't familiar with a news
paper's deadlines, call and ask. The
earlier you deliver your news release
before the deadline, the better your
chances are of getting it printed.

rewrite it to suit the interests of their
readers.

What topics could generate a release?
Anything! Club and district events, an
niversaries, visits by district or interna
tional officers, communication and lead

ership award recipients, educational
recognitions, officer elections, etc.
At small, local newspapers, you may

want to follow up by c^ing the reporter
to verify that the release was received
and to offer any additional information
that may be required. After this conver
sation it is up to the editor or reporter
to dedde if your release will be used for
a story.

However, don't call to follow up with
reporters at larger metropolitan papers.
They receive a lot of press releases, are
busy and don't want to be bothered by

"pushy PR people." Theyll call you if
they are interested. Try to be as accom
modating as possible.
Don't be discouraged if your story
isn't printed. Newspaper space is
limited and there is a good deal of com

For example:
Who: John F. Noonan, Toastmasters

that may be useful at a later date.^ pa

International President

tient and persistent, and use what
you've learned when planning your
next publicity campaign.
♦

What: Speech to local business
leaders

• Use correct format

The news release is only effective if ifs
read by someone. Using correct format
allows you to present the information

Where:The Hilton Hotel, Meeting

The Toaslmnsler

In subsequent paragraphs use sup
porting fads and details to expand on
the lead: Try to put yourself in the
reportefs shoes and position the story
according to the interests of the readers.
Keep it no longer than two pages,
douWespaced. Be brief; most newspapers
will not publish your release but will

petition for the available space. Even if
your release isn't printed, consider the
process a learning experience. Perhaps

your message.

When: Friday, January 19, 1990, at

I2

communication skills in
business

priority. A reporter using your release
may need darification immediately, • Follow-up

to the features editor, rather than to the

city editor or the news editor.

Why: To discuss the importance of

noon

Room B

you've made a contact at the newspaper

Editor's Note: This article is part of the TI
Advertising and PR Kit (Code 1150)
available from WHQ.
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Humor is the Message
Mirthmakers are needed to lighten up life's imperfections.

I remember a joke from some radio

show years ago. I don't know why
it stayed in my mind, I guess I
thought it was funny.
A youngster came to the dinner

table and his Mom chastised him.

"Go wash your hands before dinner,"
she said.

"But, Mom," he said,"Why do I have
to wash my hands? They're just going
to get dirty again."
She used the dreaded maternal logic
on him. "Why do you have to eat din
ner? You're just going to get hungry
again."
It was a comic exchange, but it does
get you thinking. Why do we eat when
we're only going to get hungry again?
Obviously, the answer is because we

BY GENE FERRET

ed annoying circumstances. One laugh to keep from crying."
reacted with a calm, comical logic; the
John F. Kennedy also appreciated
other didn't and made matters worse. humor. He presented some of his asso
There are hundreds of similar ex
ciates with silver mugs inscribed with
amples. Whether they are monstrous the words: "There are three things
calamities or insignificant accidents, a which are real: God, human folly and
sense of humor can help in all of life's laughter. The first two are beyond com
precarious moments.
prehension, so we must do what we
can with the third."

Dr. Laurence J. Pfeter says, "An in
dividual is as strong as his or her pre

Humor is not a

condiment; it's a main
course. It's not a

trinket; it's a gem.
It doesn't need

need food to fuel our bodies.
Food is an obvious essential. There

justification;

are others, though, that are less ap
parent. For instance, scientists tell us

it's essential.

that we need dreams for our mental

stability. And they claim that certain
chemicals are imperative to our
health—chemicals that we don't know

we have, don't know we need and can't
pronounce anyway.

A Safety Valve
Humor, too, is an essential. We ab

solutely require it in today's hectic
world. Ifs the safety valve that keeps us
from taking the whole damn thing too
seriously.
Picture two people driving through
the early morning chaos of rush hour
traffic. In one scenario, a speeding car
pulls sharply in front of one driver. That
driver is offended. With bruised ego he
(or she) vows to get revenge. The gas
pedal is floored and the two autos begin
jockeying for position at unsafe speeds.
In the other scenario, the same

The youngster in the radio show ask
ed his mom:"Why do 1 have to wash

judice. Two things reduce prejudice:
education and laughter."
We all need food, water, rest and

laughter. We need mirth-makers. We
need humorous speakers who can get
an audience to laugh with them and at
them. It's an exalted and noble

profession.
I've seen kids who are sick of battle

and danger being uplifted by Bob
Hope's monologue. I've watched when
youngsters with fresh wounds reached
out to shake Hope's hand and thank
him for bringing joy into their liveseven for just a few moments. I've listen

ed as generals and admirals told Bob
my hands? They're just going to get dir Hope how much his visit improved the
ty again." Some of us say the same morale of the troops.
None of these people asked, "Why
thing:"Why do 1 have to laugh? Things
aren't going my way!' That's exactly why are you telling jokes?" "What is the
you do have to laugh, because message you're trying to convey?" They
everything can't be perfect. That's why knew the message was humor.
I'm always amazed when a humorist
some of us have to spread laughter:
does a magnificent job of entertaining
someone somewhere needs it.
Thafs the premise of most of the talks an audience and then someone says
that 1 give—that humor is not reserved afterward, "It was a funny speech, but
for the professionals. It's there for all of what was the message?" The message
us everyday. It's there when we need it was fun, laughter, joy.
the most and when we forget it most—
when problems assail us.
Too many of us neglect humor.

Like the kid in the radio show who

doesn't want to wash his hands, they

say, "Why should I laugh now when
I'm just going to be glum later?" That's
course. It's not a trinket; it's a gem. It exactly why we must laugh now.
Humor is not a condiment; it's a main

doesn't need justification; it's essential.

Humor is the message.

t

speeding car pulls in front of the driver
we were picturing. The driver chuckles
and reasons: "That poor jerk is driving

Presidential Uses

like a mad man. He either is a mad man

tance of humor when he tried to hold

Gene Ferret, a comedy writer for such
performers as Bob Hope, Phyllis Diller and
Carol Burnett, spoke at Toastmasters 1986

or wishes he had the mental capacity

the nation together during the Civil

International Convention. Mr. Ferret's

to be one."

War. He told one of his advisors, "1 have

column on humor and speaking appears
regularly in The Toastmaster.

The point is that these two people fac

Abraham Lincoln knew the impor

to laugh at times like these. 1 have to
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Building a Bridge for the
Hard of Hearing
People with hearing problems need to see you to hear you.
BY DICK DERRICK, ATM

Nowhere wil dedicated Toastmasters find stronger support for
"better listening" than from fel

published by Self Help for Hard of

Hearing People, Inc. suggests the fol
lowing:

low members who are hard of

hearing.
Toastmasters have long understood
the relationship of "better listening" to
delivering meaningful speeches. It is
disheartening to deliver a speech for
which you have spent much time re
searching and practicing only to have
several members of the audience fail to

"Blindness separates
one from things,
deafness separates one
from people."

appreciate your efforts.
Helen Keller
To include everyone in your audience,
however, it may be wise to provide ex
tra care for the minority with hearing
"Face the audience directly. Concen
problems. An average of one in every
ten people is "hard of hearing." In the trate! If you know of audience mem
United States there are 19 million peo bers with hearing disabilities, or those
ple with hearing problems, and two with electronic hearing devices,(they
million who are de^. Helen Keller, who usually will be seated close to the
lost both sight and hearing at the age lectern) remember this important rule:

People with a hearing loss need to see
"Blinclness separates one from things, you to hear you. Many hearing im
deafness separates one from people." paired individuals develop speech read
To he certain that your speech is be ing skills that offset their disability...
"Spotlight your face. Face a window
ing addressed to all mem^rs of your
audience, the considerate speaker will or room light so your audience can hear
of two, once said of the two disabilities,

take time to make it easier for the au

dience to "join" wholeheartedly in the
presentation. From a practical stand
point some of the "hearing aids" the
speaker can provide will also benefit
members of the audience whose hear

ing is normal but who can use the ex
tra emphasis to aid their concentration.
Provide "Hearing Aids"
Regarding delivery, the magazine
SHHH, a journal about hearing loss
14
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tling air conditioner, humming equip
ment or traffic noise. When spealdng,
don't shout. Shouting only makes
things worse for the hard of hearing
because it distorts your face and mouth
so that speech reading is impossible.
If you are prone to speak rapidly, slow
down a bit. Pause occasionally to let
your listeners catch up. Don't mumble.
Try to enunciate carefully and clearly,
using your lips. But don't "mouth" or
speak with exaggerated expressions as
this will make your speech harder to
follow.

Also, do not hide your mouth with
your fingers or hands.
Smiles, frowns, head shakes and

hand signals are great non-verbal cues
in one-on-one conversation and can be

of great help when delivering a speech.
A pause in your speech can be like a

traffic signal if you are going to divert
from your main subject. Hearing im
paired people concentrating on your
main theme need special warning if you
change the subject, if only to tell a fun
ny story.

Hearing impaireds' role in club
Toastmasters who have hearing
the person with a hearing aid. What disabilities of any degree owe it to
may be merely bothersome to you, such themselves to make every effort to par
ticipate completely in their clufrs ac
as the noise of an air conditioner, clat
ter from a kitchen, a distant juke box or tivities. The fet step must be to explain
rumble of traffic, can bring physical pain their hearing loss so other people can
when the noise is amplified by a hear understand tt\e problem. A hearing im

your lips move...
"Unrelated noise is a great hazard for

ing aid. The hearing aid cannot distin paired Toastmaster could make a list of
guish between human and mechanical communication situations that he or she
sounds."

A good rule is to not "talk over" a rat

finds either difficult or impossible to
comprehend, such as Table Topics.

Another consideration would be to that is either not funny or not under
athletes are capable of so much more
notify the hearing impaired member of stood, but serious communication be than competing on the playing field."
assignments by mail, rather than by comes easier through practice and par
As a Toastmaster and Special Olym
telephone.
ticipation.
♦ pics athlete himself, Swiconek could not
The hearing impaired member could Reprinted from District 62's Newsletter, have made his point clearer.
advise the program chairman of the Great Lakes News.
"Special Olympics Athletes for
desire to serve as an evaluator. The
Outreach are once again proving that
evaluation could be quite meaningful if Dick Derrick, ATM, a 26-year-member there are no limits to what people with
the evaluator was provided with a of Mainstream Club 1407-62 in St. Joseph, mental handicaps can do, and challeng
speech outline of the type that normal Michigan, is assistant editor of Great ing the world to accept them as active
ly is provided for the Toastmaster and Lakes News.
participants in society" Eunice Kennedy
general evaluator by the speaker.
Shriver, Chairwoman and founder of
On the other hand, there are various Special Olympics
Special Olympics, says. "They are
assignments the hearing impaired can Continued from page 5
speaking for themselves to tell their
be responsible for that do not require groups and government representatives own story—and telling it far better than
advance briefing. For example, 1 usual —including the state governor—about any of us could."
ly select timekeeping when offered a rights for people who have mental dis
Now that most of the regional work
abilities. One of his personal crusades, shops have been held, the Special
choice of assignments.
In many ways the hearing impaired he says, is helping the public under Olympics state chapters are conducting
represent the problem of delivering a stand that "people with mental retarda Athletes for Outreach workshops at the
speech in today's noisy society. If, in tion may be slow, but they are not state level. Special Olympics would like
speaking to a hearing impaired equator; stupid."
to continue the benefit of having Toastthe speaker can get his or her message
Special Olympics athletes speaking masters as trainers in the workshops. If
across, then the speech will find accep out on their own behalf is an idea you or your club is interested in becom
tance delivered under any conditions. whose time has come, Swiconek says, ing involved in the Athletes for
It is the responsibility of the hearing adding that 'Toastmasters fit right in." Outreach program in your state or area,
impaired persons to remain active in
He explains: "I think it's a very in please contact your local Special Olym
Toastmasters and other areas. Electronic
teresting and exciting relationship. pics office or call Marty Mazzone at
aids can be used, but participation is Toastmasters helping with workshops Special Olympics International Head
more important than isolation. Most will introduce Special Olympics to an quarters at (202) 628-3630.
f
hearing impaired people find that the entirely new audience and will have
difficulties encountered early will fade great impact on those who have doubts Andrea Cahn is Communications Coor
in the process of participation.
about people with mental retardation. dinator at Special Olympics International
OccasionaUy you may laugh at a joke It will show that Special Olympics Headquarters in Washington, D.C.
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TING YOUR CLUB
NEWSLETim
The mechanics of producing a
quality publication.
BY VALERIE ORLEANS

Virtually every organization or service group

has a newsletter. Your dub needs one, too!

If your budget is small, an informative and
professional-looking newsletter can be pro
duced with a typewriter and a copying
machine. Of course, your publication will look
even better with a desk top publishing system,
a typesetter and a professional printer.
One of the primary benefits of a newsletter is
that it can be suited for so many different pur
poses. A newsletter is a friendly means of com
municating, and since you're producing it, you can
essentially say what you want.
However, there are ways you can enhance your
newsletter and make it a more effective com

munication tool. Following are some recommen
dations for getting the most mileage out of this
versatile publication.

convenient for them—if at all. For this reason, ifs

to your advantage to stress your most important
points quickly and clearly.
Be brief and clear. Avoid technical language or
jargon unless you're sure your readers will unders
tand what you mean. Keep in mind that the
reason great writers and thirrkers are great is that
they can state complex information in a way that
is easily understood.
Don't use photographs in your newsletter if you
don't have the means to print them correctly. If

you are copying your publication, photos will look
muddy and unclear. Instead of enhancing your
design, they will detract. Photos need to go
through a special process where they are
transformed to a dot pattern before theyTl
reproduce clearly. If you don't have the budget,
skip the photos and use clip art or cartoons
instead.

Be Brief and Clear

First, think about your audience. While your
primary focus will be on members of your
Toastmaster club, also consider secondary au
diences: family members and friends, potential
members, other clubs. Also consider what your
audience will need from this publication. Do they
want to know the programs for upcoming
meetings? Read human interest stories and/or pro
files? Leam about upcoming special events? Read
educational tips and recaps of previous meetings?
By considering these questions in advance, you're
better able to meet the needs of your readers and
determine the format of your publication.
Next, take a look at your writing. With newslet
ters, the key is to say what you have to say quick
ly, clearly and efficiently. Newsletters are generally
considered "low priority" reading, meaning that
your readers will get around to them when it's

Illustration by Joe Crabtree

Get the Picture

If you insist on using photographs, you must
determine which stories warrant a photo. Use shots

displaying your subjects "in action" as opposed
to "grip and grin" shots(depicting someone hand
ing over a check or cutting a ribten). If you must
take a "mug" shot, make it a portrait where your
subject is in his or her typical environment—at
work, at home or conducting business.

Always make certain photos are clear and in
focus and determine how they will enhance a
story or set a mood.

If your publication will be printed with a col
ored ink or on colored paper, consider how this
will affect the photos. Do you really like seeing
blue or green people?
Next, determine how to crop the photographs.
Cut out all items in the background that aren't
December 1989 1 7

necessary to the photo. Come in close on your
subject(s) to get rid of excess clutter. Realize,

however, that by leaving in a few details, you pro
vide interest. Don't let the clutter overpower your

the mailing label. If possible, avoid stapling your

B

'e brief

subject.

Finally, write cutlines (the small captions under
photos)that provide your readers with information
they can't get from the photo itself. It makes no
sense to say someone is giving a speech. Instead,

give the name of the spjeaker, the topic, the group
to whom the speech is addressed, and any other
relevant information. Provide new insights rather
than recap the obvious.

When developing a look or format for your
newsletter, keep the following principles in mind:
Every newsletter should have a logo or nameplate
appearing on the top of the front page. It should
indude your dubs name, the publication name and
the date. You also may wish to indude artwork,

newsletter shut. Readers don't like to push and
prod to get their mail open, and many post offices
dislike staples since they can damage postal meters.
If you must dose your newsletter, try to use a

and clear.

decorative label instead.

Avoid

Determine the Format

technical

should the columns be? How many columns to a
page? Most graphic designers agree that a column

Determine the format you want. How wide

language
or jargon.

although that's optional. Somewhere within the

publication, either at the bottom of the page or set

should be a maximum of 3% inches. If a column

runs wider than this, it can make your page look
gray and intimidating to readers.

Consider how much space you want between the

lines of your newsletter. Sin^e-spaced or doublespaced?

Also, consider your options in typefaces. Essen
tially, you have two primary type choices: serif and
sans serif. A serif is the tiny line on the end of a
letter. Sans serif simply means "without serif." A

off in a box, you should indude the name of the

serif typeface is more traditional and often easier

newsletter editors and writers, an address and

to read (which is an important consideration if

deadlines for submissions.

some dub members are elderly or have reading

If j'ou're mailing your newsletters, leave room for

difficulties).

Some of the information may be add

Who,Me? Editor?

ed to a separate box elsewhere in the

WHY NOT?

by World Headquarters in the annual
Top Ten Bulletin contest.

You don't need a computer and professional

bulletin. But this information should be

present for the bulletin to be considered

Where can I find material?

Everywhere! Read everything you can

writers to start a club newsletter.

get your hands on—you never know

BY KATHI S. HUNNICUTT

to collect favorite quotes about public
speaking, self-improvement, etc., to in

where an idea will come from. It's fun

Creating a club bul etin is one of

the most effective ways to attract
new members, keep members in
formed, promote special events,
and recognize members' achieve
ments. But the idea of starting a
newsletter(and finding writers, typists,
printers, artwork, story ideas and
energy) can be intimidating.
Like most things, starting a club bul
letin isn't difficult if you tackle it one
step at a time. Here are some answers

sert as "fillers." Articles from other

publications can often be reprinted (be
a poorly planned bulletin produced on sure to write for permission first).
an expensive computer.
Read all Toastmasters publications
You also don't need a computer to from the district and from World
design a bulletin with visual impact. Be Headquarters—you'll find lots of events
consistent with type faces, and use on to promote and lots of "calendar" items.
ly a few. Check carefully for grammar Try designing a crossword puzzle with
and spelling errors. Break up large members' names in the puzzle so that
blocks of type with artwork, quotes and members can learn more about each
other. Give hints about the members as
white space.
clues.
What about a masthead?

Promote your club's activities. Report
highlights from recent parties, educa

to a few of the most often asked ques

The masthead is the permanent head
ing on your bulletin. It includes the

tions:

name of the bulletin, and it also should

member visits another club, suggest that

include the following items:

he or she write an article about the ex

How can I produce a newsletter? I don't
have a computer.
Imagination is more important than

desk-top publishing! Many of the top
bulletins are produced on typewriters.
A typed newsletter that is well organiz
ed and readable is more effective than

18 The jMslmaster

tional activities and contests. If a

• Club name and number
• District number

perience. Answer members' questions.

• Time and place of meeting
• City and state

procedures, CTM requirements and
speech-making tips. Grammar tips and
articles on voice control and parliamen
tary procedure are always welcomed.
Ifeep it light. Toastmasters are eager

• Publication date

• The editor's name, address and tele

phone number.

New members want to read about club

Now it's time to choose headline style. First,
determine whether or not you want the headline
set in "downstyle"(with capital and lower case let
ters), all capitds (warning: this is harder for your
audience to read), or all lower case. Do you want
them centered or "flush left?" (starting at the far
left of the column). There is no right or wrong in
selecting what headline style you prefer. Whafs im
portant is that the style be consistent.
The headline type you choose (bold, italic, etc.)
should complement the body type you've selected.
To make photo captions stand out, use a bold or
italic typeface, ideally in a smaller size than the
body copy.

"balance." If there's a large headline in the upper
left comer, perhaps a photo or artwork in the bot
tom right comer will help offset the "heaviness."
Finally, keep in mind that artwork can either
enhance or detract from a publication. When selec
ting art, consider the type of image you're trying
to project, and use your best judgment.
The last variable to consider when publishing
your newsletter is how you will evaluate its suc

I

n fact,
empty
white

space on a

page
makes it
easier to

Avoid Qutter

Now that you've determined your format, it's
time to discuss the layout of your publication. Rule
number one: avoid clutter. Many people who pro
duce newsletters feel compelled to fill all available
space. It isn't necessary to cram every page with

read and
looks more

professional.

cess (or failure). Means of evaluation could include

surveys, tabulating the response you get (how
many calls did it geherate, how many people
showed up at a meeting as a result of reading
about it in the newsletter, etc.), evaluating the
comments you receive from readers, and asking
for feedback in a notice in your publication.
Each dub Is different, and your needs and direc
tion may differ from those of other dubs.
But with a little effort and forethought, even
those on the tightest budgets can produce a
publication they can be proud of!
f

artwork, borders, quotes and photos. In fact, empty
white space on a page makes it easier to read and
looks more professional.
When designing each page, try to achieve

Valerie Orleans is a newsletter editor residing in
Anaheim Hills, California.

to leam, but they want to have fun, too.
Solicit jokes and stories from members.
Reprint quotes from recent speeches.

How can I do this all by myself?
You can't! And don't try—you'll be
cheating other club members of a
valuable experience and a lot of fun.

Where can I find artwork?

Delegate! Every bulletin needs re
porters, columnists, editorial writers
and lots of help with printing and
distribution. Get your members' names
in print—our Club 401 bulletin. Speak
Upl, features an "Applause" column

Don't use copyrighted cartoons or il
lustrations. Instead, use clip art books,
which offer inexpensive, copyright-free
artwork at about $6 per book. Art supp
ly stores carry the books, which feature
holiday artwork, fancy borders and
story illustrations. Each book offers hun
dreds of pieces. Also, many clubs are
lucky enough to have artistic members.
Don't be shy about soliciting illustra
tions, cartoons, etc.

that lists members' recent achievements

and says "thanks" for a job well done.
Try a "Member of the Month" column.
Ask a member to interview other mem

m
!6&

For 'Toastmasters" artwork, order the
TI booklet "Bulletin Artwork" (Code

358). It's available through the Supply
Catalog for 50 cents, and contains of
ficial TI emblems, designs, logos, etc.

bulletin will be.

Imagination is more
important than
desk-top publishing!

What about printing?
Offset printing looks terrific and al
lows you to spice up your bulletin. But
regular copying works well for most
bulletins and keeps your costs down. bulletin can be mailed at the same time
Look for standard-size paper (SVz x 11 each month (or on whatever schedule
or 11X 17 folded)in exciting colors. Col you establish). In addition to sending
ored paper doesn't cost much more, and copies to members and guests, be sure
it adds a nice touch. Buying paper in to send copies to area and district of
bulk from a retail paper supplier can ficers and to WHQ. Also, many editors
save money, too.
have started "bulletin exchanges,"
which give editors a chance to learn
What about mailing?
from each other and to try new ideas.
It's important to establish deadlines It's fun to leam what Toastmasters do
for articles, printing, etc., so that the in Florida and Saudi Arabia!

Illustration by Bob Payne

bers about their jobs, hobbies and goals
as Toastmasters. The more you can in
volve your fellow club members, the
more fun you'll have and the better your
By following these steps, you can
create a bulletin that will bring in new
members, recognize existing members

and promote your club. Take the plunge!
Kathy Hunnicutt is a Senior Technical
Editor for The Aerospace Corporation in El
Segundo, California. As the editor of Speak

Up!, the hullkin of club 401-1, she is a past
winner of the District I's "Golden Quill
Award" for best club bulletin. She is a
former staff writer for the Albuquerque
Tribune.

Editor's Note; Forfurther information on
how to create a club bulletin, you can order
the brochure, "Your Club Bulletin,"(Code

1156) from the WHQ Supply Catalog.
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Here's Looking at You
Your publicity portrait should show that you're
getting better, not older.

BY W. MARC BERNSAU

m

As a professional photographer, I am
often appalled at the photographs I see
used for publicity photos: snapshots out
of the family album, cropped photos
taken from a group photo, security
badge Polaroids, and the ever popular
pose of standing against a brick wall
squinting against the sun.

With photography's continuing pop
ularity and the ready availability of
cameras that will do just about every
thing for you, people often are lulled in
to believing that they can call on Uncle
Harry who has "a pretty good camera"
to do the job.

However, my advice is that you forget
the fact that Uncle Harry won first place
at the county fair for his photograph of
Fido. Chances are pretty slim that Un
cle Harry's skills, along with his using
drugstore processing, will produce a
quality head and shoulder portrait fit
for reproduction.

r

What's required

You're on the phone with the pro

First, supply a recent photograph of
yourself. If you're a 50-year-old ex
ecutive and you submit your high
school yearbook portrait, your audience
will be in for quite a surprise when they

gram chairman who asks you to
speak before his group. Just see you in person. If it's been four to five
before hanging up, the chairman years since you've last been photo
says, "By the way, we're going to graphed, now is the time to show them
be doing press releases about your pro you're getting better, not older.
gram. Could you send us a recent
Ask how the photograph is going to
photograph?"
be used. Ninety percent of the time,
Now what do you do?
what's needed is a good quality black
20 The Toaslmaster

Illustration by Ron Mazellan

f

and white photograph for newspapers, lashes. Wear your other make-up as
brochures or magazines. Good quality usual. Bring aU of your make-up to the
means that it has white whites in the appointment in case any minor
highlights, a good grey scale, shadow modifications are required, but leave the
details and black blacks. Remember that industrial strength lipstick at home.
when the photo is printed, the whites Less is better.
Wear your hair in a style you like and
can ordy be as white as the paper it's
printed on. That's why a photo will are comifortable with. If you have your
never look as good in the newspaper as hair done and don't like what they did
when printed in a brochure on a high to it, you won't like your portraits.
grade paper. A color photograph can be
Keep clothing and jewelry basic and
used if the subject is sharp and the col simple.
ors are clear and crisp. Snapshots of any
kind almost always will reproduce very
poorly.
Your publicity portrait
Size can be a factor in how a

photograph will reproduce. Often a
wallet-size photo can be used because
its width almost matches that of a

newspaper column. If, however, the

like a lot of effort and money. But to put
a new twist on the old phrase that a pic
ture is worth a thousand words; Your

publicity portrait says a lot about you
before you get to say one word.
♦
W. Marc Bemsau, a member of Port
smouth New Hampshire Club 45-1094, has
been a professional photogmpher since 1973.
He owns a studio in Springvale, Maine,
specializing in portraiture, commercial and
stock photography and photojournalism.

says a lot about you
before you get to say
one word.

photo is to be part of a full page ad,
you'll want to submit a larger print,
such as an 8 X10. A good rule of thumb: Tips for men
it is always better to reduce the size of
Be sure to shave just before your ap
a photo when reproducing it than to pointment as there is no way to hide a
erdarge it.
"five o'clock shadow." If you need a
If it's been a while since you've had haircut, have one about a week before
your portrait done and you want addi the photo session.
tional copies for family and friends,
there's nothing wrong with black and General tips
white. But if you really want color, ask
If on the day of your appointment you
to be photographed in color, as black do not feel well or are overly tired, don't
and white prints can be made from a hesitate to reschedule. If you don't feel
color negative, but you can't make a col your best, you won't look your best.
or print from a black and white negative
unless oils or pencils are used.
Choosing a photographer
While it may seem obvious, select a
Should a color portrait of you be
needed, ask how it will be used. If it's portrait photographer. A friend of mine
for television, a 135mm slide will work is an excellent automobile photographer.
best. It also can be used for four-color Yet he doesn't know a thing about por
reproduction in promotional materials, trait lighting and posing. If you work for
although some printers like working a company that has a staff photo
with larger transparencies. Never grapher, determine if he or she has the
theless, use the medium suited to give experience, proper equipment, lab ser
vices and time to do you justice.
the best results.
While price may be a factor, calling
around and asking for prices won't
Preparing for the portrait
If you wear glasses, you may want to show you a photographer's work or
have your optician supply you with style. Take the time to visit various
rims for your appointment. Not only do studios and see the work on display.
Studios photographing a high volume
glasses catch light reflections, some
prescriptions can distort the facial line of people may cost less, but they won't
in some portraits. Photogray lenses will be able to take the time to work with
appear too dark in the portrait. Contact you the way a lower volume studio can.
1 abhor doing what 1 call "generic
lenses pose no problem. If you are
known to blink when you have your headshots." If the photographer you
photograph taken, let the photographer choose doesn't ask questions, make sure
know, as there are ways to help prevent he or she knows why you are being
photographed; who the portraits are
this from happening.
for; where you would like to be
photographed; and if there are props,
Tips for women
Eye make-up should be applied light products or awards you wish to have in
ly and with care; the eyes are the center the picture. Don't be afraid to ask for ex
point in any portrait. Apply two coats actly what you want.
Following these guidelines may seem
of mascara on both upper and lower

Face Your Audience

With Complete
Confidence

Now available from Video Critiques;

a unique opp)ortunity for
professionals who understand the
importance of improving their
presentation skills.

Mail a video of your presentation
to Video Critiques and we'll send
you a complete professioneJ

critique of your communication
strengths and weaknesses.

For surprisingly little cost, you will
receive easy-to-use practiced
suggestions for turning negatives
into positives.

Let Video Critiques help you
become a dynamic self-confident
speaker!

For further information
write or call:

Video Critiques
Eleanor J. Lopez, M.A.
P.O. Box 432

Harvard, MA 01451
(508)456-3033

December 1989 2 1

Toastmasters On Display
Attention, administrative vice

presidents! Here's an idea that has
generated a lot of interest in "better
listening, thinking and speaking" in
our town. As part of the 5th anniver
sary celebration of the Energy Systems
Club 3753-63 in Oak Ridge, Tennessee
(a corportate club), we promoted our
club by putting Toastmasters On
Display.
We used plastic display cases in
which we artfully displayed TI

1

ft

trophies, CTM and ATM certificates,
posters and brochures. We also used

three heavy, foam-backed posterboards
on which we mounted photographs
depicting various club activities of the
past five years. All materials focused

i

* *%

%

h

on the theme "You Can Be the Picture
of Success."

This promotional display was ex
hibited in our company cafeteria(Mar
tin Marietta) during the month of June;
the main lobby of the Oak Ridge Na
tional Laboratory in July and the

U|(

cafeteria in one of the local Gas Com

pany plants in August. It then was
moved for three weeks to the American

Museum of Science and Energy, where
the display became a featured item in
the museum's calendar of events

Pictured: John Williams, CTM, chairman of the committee that created the
display.

In short, our display brought Toastmasters to the attention of thousands

of Oak Ridge residents and employees!

Toastmasters Turn Auctioneers

for Knoxviiie Charity
The Energy Systems Toastmasters
Club in Oak Ridge, Tennessee, raised
$145 for the Empty Stocking Fund dur
ing its annual "Christmas Auction"

tion also serves to sharpen speaking uses, and today we have floor lecterns,
and listening skills.
table lecterns and customized, ad
This event is becoming a tradition for justable, self-contained lecterns.
our club. It adds a new dimension to

Energy Systems Club 3753-3 can validate its misuse. Consult your

dictionary to verify correct word usage.
So beware of the "podium trap."

last December, and hopes to generate
even more money this year. ITie Emp
ty Stocking Fund, sponsored by the
Knoxviiie News-Sentinel newspaper,
provides food and toys for children of
needy local families.
The "Christmas auction" is held in

Remember to call the lectern by its cor

The "Podium Trap"
Many communicators, including
Toastmasters, use the terms "lectern"

and "podium" interchangeably.

place of Table Topics. Members bring

"Lectern" comes from the Latin

books, candy and gifts as well as arts

legere, meaning to read. The term
originates from the days when Bibles
were huge, heavy handwritten manu
scripts. Special reading stands, lecterns,

and crafts, such as handmade knits,

quilted pillows and ceramics.
Each club member auctions off his/

her own gift to the highest bidder.
Although this is a fun activity, the auc22

The Toaslmasier

Podium comes from the Greek word

Table Topics while brightening the lives podus, meaning "foot." Podiums are
of many parents and their children. the small platforms on which conduc
These items were submitted by tors stand when directing orchestras.
No amount of using the word
Margaret Ann Pickell
"podium"
in referring to the lectern
and John Williams of the

rect name.

Tony Steiert, DTM
Peak Trailblazers Club 2191-26

Colorado Springs, Colorado
Editor's Note: A podium is a platform
upon which one stands. A rostrum is a

stage for public speaking or a raised plat
form on a stage. A dais is a platform raised
were needed to hold these Bibles.
above the floor of a hall or large room. A
Society adopted lecterns for other lectern is a reading desk with a slanted top.

ilfl®
More Articles on Complaints

shines through the speeches in our

After reading the article in the
August issue titled "Complain With
Power," I decided to use this topic for
Table Topics at my club. Members
were amused when they were placed
in a situation complaining about a pro

As for The Toastmaster, I enjoy many
articles, but some I find very disturb
ing. I didn't really know how to ex
press this until I read the Letters to the
Editor in the September issue:

group.

"Political Article Distorts" and "Too

Success Oriented"—my sentiments
customer service can get out there! exactly.
More articles should be written on this
Your cover picture in April says it all:
subject. Customer service is a "hot" soulless, technological, successful mat
duct or service. We know how bad

topic for the 1990s and it offers many

erialism. I realize that Toastmasters

One of my recent speeches for a
Toastmaster meeting was about the
joys of writing and receiving letters. As
an inveterate letter writer, 1 correspond
with family and friends as well as write
fan letters, thank you notes, congratu
latory and condolence cards. I also
write letters to several correspondents
from The Letter Exchange (LEX).
LEX is a subscription magazine for
letter writers. Published three times a

year, LEX is stuffed with topic listings
of interest to other subscribers, such as

benefits to all those Toastmasters em

have varied interests, orientations and "Insights," "Meta-physics," "Pot
belief systems. I only hope that we Luck" and "Contemporary Issues."
The address for LEX is P.O. Box
John Lafferty keep a high goal of integrity and
respect for individual worth ahead of 6218, Albany, California, 94706.
Select Toastmasters
U.S. Drop Forge trying to compete with a fast-paced
Jean B. Wilcox
Sioedesboro, New Jersey world.
StorageTalk Club 4071-26
Having taken the Dale Carnegie
Longmont, Colorado
course, I especially found Toastmasters
a refreshing alternative, teaching me
not so much speaking techniques as to
Thanks to Thomas Montalbo, we have something useful and wor Positive Comments
were reminded in the September 1989 thwhile to share, and to care about.
October brought another outstan
issue that Dr. Smedley persisted in the
Michael Post ding issue. I especially enjoyed Morey
most effective educational method yet
Unitarian-Universalist Club 7385-62 Stettner's "The Frozen Speaker."
devised: that of participatory learning.
Grand Blanc, Michigan Seems like our magazine is getting bet

ployed in sales.

Participatory Learning

ter and better, according to ^the com

Unlike the lazy-minded teaching by
the lecture method, the Toastmasters

approach allows no one to sit passive
ly as a non-participant. Everyone feels
the challenge to put new learning into

A Beautiful Compensation

In the October issue, this quotation
practice and to surround each other
by Ralph Waldo Emerson appeared in
with positive reinforcement for
the Hall of Fame section: "It is one of
improvement.
The Smedley approach to learning the most beautiful compensations of
should supplant the old-fashioned, in this life that no man can sincerely try
to help another without helping him

effective "spectator learning" in all our

institutions of learning, from preschool
to graduate school. We Toastmasters

should infuse the learning activities not
so much with money as with the

Smedley heritage for learning.
Fred W. Decker, Ph.D.

Retired Deputy U.S. Assistant Secretary
of Education for Research & Improvement,
Oregon State Club 3722-7
Corvallis, Oregon

As a Toastmaster, I enjoy club ac

In my case this statement certainly
rings true. I joined Toastmasters to ac
quire information on writing and giv
ing speeches to help the children of a
local recreation center enter a speech
contest. In doing this I helped myself
by reaping all the benefits Toastmasters
has to offer—and loving it!
Roberta E. Johnson, CTM
Heinz Club 4257-57

LEX For Letter Writers

I really enjoyed "The Art of Letter
better world. But more than anything, Writing" by Alma Denny in the August
1 enjoy the tone of brotherly love that issue.

tivities and the members' interest in a

Richard O. Shave, CTM

Gulf Cast Club 2095-29 and
At-Eze Club 7055-29

Gulfport, Mississippi

self."

Pittsburgh, Pennsylvania

Distuiting, "Soulless" Articles

ments 1 hear. I certainly agree! How
will you ever be able to improve? Keep
up the excellent work.

Editor's Note: We apologize for the
error occurring on page 18 in the
November issue, in the article titled

"TI Builds New World Headquarters."
The quote by Past President John A.
Fauvel should read as follows:
"So, as our members continue

to grow, so do their demands for
new products that will improve
their skills. For us to be able to

supply products that people want,
when they want them, and at the
right price, requires that we keep
up with the corresponding de
mand for facilities to develop,
print, package and store our mer
chandise."
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...and otiier calamities
Don't lose your cool;

the audience is on your side.
BY DOC BLAKELY

oastmasters are fond of the old saying,
"People's number one fear is speaking in front

of the room. He didn't do anything; he just got

of an audience. The number two fear is death."

up and went to the back of the room. The others

I firmly believe that the number three fear is dy

were softly whispering little encouraging words

ing in front of an audience.

to me like, "Our Father, who art in heaven..."

In August, as the keynote speaker at Toastmas-

Several questions raced through my mind. How

ters' International Convention in Palm Desert,

long will the microphones be off? Is anybody do

California, I was given the chance to die big-time

ing anything to fix them? Should I fake a nervous
breakdown or just go ahead and have a real one?

with 3,000 people watching as I tried to give ar
tificial respiration to a brain-dead public address

What does the meeting planner expect of me in

system.

a situation like this? Is it possible for the audience

It was every speaker's nightmare. Ten minutes
into my presentation for one of the largest au

to hear me without a microphone? Most impor

diences ever assembled for a Toastmasters conven

of a professional speaker who has just been pro

tion, the microphone innards suffered a complete
cardiac arrest. In fact, aU the microphones were
silenced by the same unseen malady.
Frankly, at that moment, I yearned for an outof-body experience myself. I didn't care whether
the body took on the form of Burt Reynolds or

moted as worthy of occupying this moment in
time? Believe me, these are questions you also bet
ter have answered in your mind, because if you
continue sharing your gift of oral communication
with willing audiences, disasters undoubtedly will

Don Knotts, I just wanted out of the one I was in

and to be free of the responsibility placed upon it.
Ominous Signals
I looked at the front row of seats where the

president, ex-presidents and many staff members
of Toastmasters sat looking back at me like an oil

24

painting. One of them got up and went to the back

tant, what does the audience expect or demand

happen to you, too.
Trust me, there are only three kinds of speakers:
Those who have experienced microphone failure,
those who will experience microphone failure, and
those who will experience microphone failure
again.

But let's look at the answers to my questions
about what to do in this potentially embarrassing

The Toaslmaster
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situation. First, I have always been an optimist.
My professional guess was that no more than two
or three minutes would pass before "somebody"
would have the power back on again. I'm glad I
didn't know it would be more like ten minutes.

Secondly, in the back of the room, 1 could see lots
of people buzzing around, opening and closing
things, throwing their hands up in the air, and
running back and forth. 1 knew that they were
either working on the situation or they were try
ing to trap a mouse.
I decided to have a real nervous breakdown, but

to put it off until I had time to thoroughly enjoy
it alone. Ironically, I had discussed with the
meeting planners what to do in case things went
wrong.Ihad already checked the P. A. system, the
lights, the allotted time and what to do if we ran
short or overtime. This is something you learn to
do as a professional. I wanted to know who was
in charge in case everything went to Hades in a
handbasket. It was little comfort, but there was

absolutely no question as to who was in charge.
It was rather like mutiny on the Titanic just after
being introduced to the iceberg. Small comfort,
but 1 had won the right to remain with the ship.
Could the audience hear me without a micro

phone? Speaking as loudly asIcould, Iasked that
question. Some of them answered back with clev-

Illustration by Dirk Hagner

Make a

list of 21

things you

>-.

- »<

er little remarks like, "Huh?" and "What?" Those

who yelled, "No," I knew could not be trusted.

Have a Plan

Lastly, what did the audience expect from me?
Except for a few people here and there who were
could do to impersonating Roman emperors and empresses
with their forearms extended and thumbs pointed
counteract
downward,Ibelieve most of the people in the au
every
dience were thinking, 'This could be interesting,
I wonder how he's going to handle this. And if he
calamity
does pull off a miracle, what canIlearn from it?"
Keep in mind that all these questions flashed
you can

anticipate.

throu^ my mind in less than a couple of seconds.

You see, I've had this happen before. It never
lasted for this length of time, at this level or size
of audience, but I've learned to anticipate disaster.
If you are making a "dead stick" landing in an

airplane, wouldn't you have already thought about

what you would do? The same precautions app
ly here.
Once in Acapulco, Mexico, an earthquake cut
off all electricity. We had no lights, microphones or

air-conditioning and it was sweltering hot. I stood
on a chair near a window where the audience

could at least see my silhouette and whereI was
able to talk loud enough so everyone could hear.
On another occasion, the lights failed, but the
December 1989 2 5

miCTophone remained on. I quipped, "We had a
power failure over at our house the other night.
My wife lost her voice." I jokingly asked the

again. By this time, the whole thing had become
a huge joke that we all shared. I dropped the
microphone limply by my side, looked toward the
ceiling, and yelled, "It's me. Lord. I was just jok
ing." The power came back on and stayed on for
the rest of the meeting. Scoff if you will, but it's
things like this that firmly convince me that God

women in the audience if anyone had a candle
in her purse: "You ladies carry everything else."
Strangely enough, somebody did. She lit it with
a cigarette lighter and placed it on the lectern. It's
amazing how much light it created in a totally dark
auditorium. It reminded me of Eleanor Roosevelfs

philosophy, "It is better to light one small candle
than to curse the darkness."

A colleague of mine had a woman die in the

I

f you

is indeed a Methodist.

Much to my surprise, I received more com
pliments on my handling of the situation than I
can ever recall. What could have been a good, pro
fessional but easily forgotten keynote presentation

front row while he was giving a speech (he was
not a humorist; nobody ever dies laughing). He
took charge, asked for a doctor, and when it was
obvious that she was gone, he led a public prayer
for her soul. They took a twenty minute break,

continue

—or a memorable tot^ disaster—instead became

sharing
your gift

an "event" that will be remembered by all who

came back in, and he resumed his talk. How

of oral

would you like that for a warm-up act?
com

Fighting for Time

Meanwhile, back at the auditorium, by the third
second of microphone failure, 1 began to analyze
the situation. This time, the microphones were off,
but the air-conditioning, lights and even the
spotlight were still on. On the large screen behind
me, I noticed my own silhouette. I did a few hand
shadows. The audience laughed. I knew that each
laugh would gain at least five precious seconds.
1 did more hand shadows. More laughs. I ran out
of hand shadows and ideas about them at the
same time.

I made a mental note to leam more hand
shadows and moved closer toward the audience.

I reasoned that if I were closer to the audience,
they would have a better chance of either hear

ing me out or choking me to death and putting
me out of my misery. Carrying the microphone
along allowed me to continue to speak into it to
check on the progress of those people either fb<ing the system or catching the mouse. A
photographer took my picture while I made a fun
ny face. Everybody laughed. Another five or six
seconds. Then I took the camera from the

photographer and had her pose while I took the
picture. A good ten seconds. In a really loud voice,
I asked a man sitting in the front row, "Have you
ever had this happen to you, sir?"
This is one of those questions that no matter

what the answer, you can still pull him up, hand
over the microphone, and say either, "Well, you
have now," or "Well, it's happened again."
Still, no power to the microphone. A few more
quips and small tactics while I cleared my mind
and decided to stay in the audience and continue
with my presentation, making the best of the
situation. I spoke loudly, more slowly, and waited
longer to allow the laughter to die down before
I started on the next line. However, being the eter
nal optimist, I continued to speak into the dead
microphone just in case it would be resurrected.
Wonder of wonders, it finally came back to life.
I returned to the stage in triumph while the au
dience applauded my gallant efforts. Then the
system made a loud squealing noise and died
26
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munication

with

willing
audiences,
disasters
will

happen to
you, too.

were there.

Handling the Worst Scenario
So, what should we have gained from this? I
want to emphasize how important it is to apply
lessons learned from such experiences.
The first rule that we often forget is the old show
business adage, "The show must go on." Don't
lose your cool. The audience is on your side. They
want you to succeed. They will give you every
chance to do so and be rooting for you if you show
them that you have the "right stuff."
The second rule in a disaster is to play off of
what happens. If you have lights, find a way to
use those lights. If a tuba is lying on the stage, pick
it up and play it. If you wear a toupee, take it off.
Just don't use the situation as an excuse to take

the cord from the microphone, make a noose of
it and hang yourself.
The third rule—and perhaps the most impor
tant one—is to leam from the experience, because
it will happen again. Look forward to and prepare
for it.

Don't let the opportunity pass you by. Study the
scenario carefully. Develop a plan for action. Next
time it happens, you can grab the bull by the tail
and face the situation. A good mle of thumb is
the make a list of 21 things you could do to
counteract every calamity you can anticipate. Use
this as a checklist. Review it often. One day, you
will need some of the techniques—and who

knows, you may have total rec^. Even if you
don't, some of the ideas will pop into your mind
just because you've rehearsed them along with the
lines of your speech.

As my friend Cavett Robert is fond of saying,
"We make the speech we think we're going to
make. We make the speech we actually made.
Then, a few days later, we make the speech we
wished we had made."

Frankly, I'm looking forward to this happening
again. I've been studying the works of some great
humorists who could handle the situation with

ease.. .Marcelle Marceau, Charlie Chaplin and
Harpo Marx.
•
Doc Blakely, Ph.D., ivas the keynote speaker at
Toastmasters' 1989 International Convention. He is

the author o/ Wit and Pungent Humor, Push But
ton Wit, Keep 'Em Laughin' and a newly released
six-tape album, The Ten Second Executive Humor

ist. These can all be ordered from WHQ.
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Congratulations to these
Toastmasters who have received

T,he greatest thing

the Distinguished Toastmaster
certificate, Toastmasters Inter
national's highest recognition.
Louise Holder Colbert,
3243-U

Eleanor Kurtus, 2646-1
John F. Blackstone, 3676-6

in the world is not so

much where we stand,

Cannelita R. McCoy,
4986-16

as in what direction

Sharon Billey, 3532-21
Alma Louise Anderson,

we are moving.

Wayne C. Coleman, 2534-23

Oliver Wendell Holmes

Anne C. De Hart, 546-47
Robert E. Hosteller, 5854-47

Patricia M. Rathbone,

Margot P. Strombotne,

1920-72

554-F

Robert C. Marks, 2984-23

Rod Taylor, 2444-74

Douglas C. Schuchart,

John "Jack" E. Ford,

Felix W. L. Bosch, 4125-74
Elmer Moreno Lorica,

2807-F

4581-23

Michael E. Koloski, 724-U
Anastasio Escobedo Ponce,

Ollie A. Sontag, 5235-23

5383-75

Ruth Friesen, 6220-23
Elsie F. Samona-Sanchez,

James W. Clemenger, 174-1

6220-23

Dona M. Schulz, 280-1
Katherine M. Crockett,

Donald H. Daniel, 5869-24

6128-1

Thomas P. Retson, 1141-4
Toastmasters who have received Edward Caller, 1939-4
the Able Toastmaster Silver
Frank M. Castro, 2373-4
certificate of achievement.
David M. Hurowitz, 5430-4
Karl S. Smith, 47-5

certificate of achievement.

Howard W. Bright Jr.,

William C. Keller, 1096-11
Ruth J. Patrick, 347-17
Carole Bordenkircher,

5301-16

Steve Lochiani, 1852-24
Edwin B. Childs, 1207-25

Jerry J. Horton, 3076-25
John Steven Johnson,
4071-26

Daryl S. Paulson, 4880-17
Patricia Simmons, 1501-19

Harold Bryan Wilson,
4362-24

Frank T. Storey, 6693-25
Ted Verdone, 5414-31

Charles Taylor, 5464-31
David J. Garcia, 1204-43

Richard H. Mathews,
3294-27
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Congratulations to these

3171-20

2666-22

Raymon Dale Puddy,
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the Able Toastmaster Bronze

Gregg W. Meiklejohn,
5060-21

Roy Bravo Jr., 3860-22
Jack L. Langston, 5228-22
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Mary Hanson, 3984-21
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Donald E. Fullerton,

2357-28

1385-64

Vivian Meiers, 717-20
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William M. Vogel, 331-21

Michael A. Kozak Sr.,

Dan Keane, 1642-27
Robert L. Showalter,
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Janet Haar, 4477-19

Ned Baess, 5060-21

1279-22

Elizabeth M. Wyness,

Lorine Q. Powers, 595-16
Wanda L. Deiss, 1649-16
Sharon L. Nash, 6051-16
Bemice Tucker, 3160-18

Jose Hugo Jordon Siqueiros, 177-5
Jack Saunders, 2335-5

M. Wayne Roe, 2218-24
Robert J. Erger, 1207-25

Kyle M. Morton, 2971-25
Jo Ann Ballantine, 3055-25
Russell H. Pharris, 3150-25
E. Louise Wicks, 4819-25
Paul H. Todd, 4997-25
C.A. Cockrell III, 5957-25
Patricia Louise Ford,
5957-25

Beatriz Avalos, 5075-5

John Daniels, 6347-25

Jim Bedinger, 5947-5

Louise McGee, 6489-25

Andrew H. Drott, 814-6
Lawrence W. Everett, 1789-6

6639-25

Mary Chisholm, 6525-7
David R. Hattery, 6774-7

J.D. Hellewell, 6938-25
Elizabeth Weitkamp, 741-26

Mack F. Pennington,

Robyn Quaintance, 994-8

Kathleen Rainwater, 1120-26

Steven A. Ziebold, 1267-8
Mark Andrew Schumacher,

Joseph E. Papish Jr.,
2228-26

Robert E. Bamhill III,

431-9

Dorothy O. Chapman,

884-44

Sharon Lee Brustoski,

2630-26

3315-10

Mario V. Garcia, 6681-56

William J. Gillespie,
1421-64

Roger Francis Hocking,
3543-70

Congratulations to these
certificate of achievement.

Gayle Parish, 1043-12

Ed Uhl, 4926-26
A1 Bernhardt, 2815-29
Nolan Mims, 3232-29

Val Enos, 1255-12

Betty Krause, 1608-30

Rena S. Patton, 513-F

Troy Butzlaff, 2250-12

Marian Nelson, 1224-33

Toastmasters who have received
the Able Toastmaster

Keith Bamett, 681-11
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Sherman Lee Hales, 4736-33 Tustin, CA
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1836-U
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Shands, 4430-47
Gainesville, PL
Radiant, 5807-47

Pittsburgh, 144-13
45 years
Alpha, 289-14
40 years

Peggy Y. Floyd, 1193-37
Joseph P. Logan, 2864-37
Marcia T. Barney, 2946-37

Puerto Vallarta, Jalisco,

Earlene Cook, 3478-37

Mexico

Thomas J. Prendergast,

NOL, 5334-U

Ocala, PL
Prime Time, 7646-47

3478-37

Singapore
Compositeers, 245-1

Port Myers, PL
Network Birmingham,

Gardena, CA
Chevron, 779-1

5732-48

El Segundo, CA
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Quotron, 5709-1

builders, 2784-52
Glendale, CA

30 years

Corpus Christi Toppers,

Aruba, 2688-U

Roger L. Snerman, 4065-37
Myles E. Moore, 7020-37
John Darlin, 2949-40
Shiraz S. Kurji, 3215-42
Thomas E. Simpson,

Manama, Bahrain
Puerto Vallarta, 4674-U

6053-42

Los Angeles, CA

Janie Allen, 243-43

Traditional Voices, 3085-3
Phoenix, AZ
Centerior, 1424-10
Cleveland, OH
Meridia Huron, 3216-10
East Cleveland, OH

Richard P. Benson, 1589-43

Darla Jo Yount, 4496-43
Richard J. Wallace, 1509-44
Morton Schiff, 3001-47

Kyle J. Dryden, 3668-47
Mabel Dudley, 1138-53
Hugh E. Crow, 3176-53
Sally McKee, 839-56
Linda S. Chopra, 2659-56
James H. Joyner, 4984-56
David W. Work, 5268-56
David Brooks, 6379-56
William M. Gile, 88-57

Nancy R. Jones, 1365-58
Diane Kingston, 1693-60
Abdelkarim Abusaqra,
802-63

Marian L. Kremers, 313-64
Grace D. Watson, 2994-64

Homewood, AL

Cooper's Troopers, 544-25
Terry G. Schutt, 1427-65
Dallas, TX
David A. Bernstein, 1993-65 Texas Poste Toasties,

Conroe, 4651-56
Conroe, TX

McDonnell-Douglas,

Bytown, 5789-61

Goulds Pumps, Inc.,
5998-65

Seneca Pall, NY
Milton/Ulladulla, 5881-70
Ulladulla, N.S.W., Australia

Blue Cross & Blue Shield,

Fit Skyline, 3062-73
Pootscray, Victoria,

John D. Myers, 5585-66
Jack Wright Jr., 4528-68
Roslyn Tufrey, 3388-69
John E. Egan, 6024-69

5418-26

Australia

Pinelands, 3888-74
Pinelands, South Africa
AEG, 4718-74

Johannesburg, South Africa
Winelands, 5504-74

Cape Town, South Africa
Ascend, 5356-75
Makati, Metro Manila,

Philippines
ANNIVERSARIES

Sound Speakers, 7651-32
Tacoma, Washington
NEW CLUBS

Morning Tom, 2503-26
Pacific Voices, 3841-49
20 years

Toastmasters 57, 1758-35
The Forum, 2344-42

Timely, 1370-58
15 years

Rich-Del, 3767-21
Amistad, 3179-27

Drummoyne Rugby, 2054-70
Bedfordview, 1413-74
10 years

Fountain Valley, 586-P
Advanced Speakers, 94-4
Eye Openers, 4106-6
Arlington, 1467-7
Christian Hospital, 1525-8
Smedley Hometown
Memorial, 4115-8
Achievers, 2793-12
New Dawn, 4101-16
Jess Dunn, 4105-16

Eagles, 4108-25
Advanced Speakers, 4109-25
Rising Stars, 4110-25
Data General, 4114-31

Postal Managers, 4103-36
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55 Years

Cherry Point, NC
Aerojet Articulators, 7647-39

Saguard No. 16, 16-3

Southern Lights, 3684-42

50 years

Jubilee, 4104-42
Germantown, 4112-43
C K M, 4107-48

Challengers, 734-F
Laguna Hills, CA
Babbling Bean Counters,
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Miamisburg, OH
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Rohr/Sheridan, 6068-43
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Brentwood Evening, 5276-63 Campbelleros, 2783-4
Westgate, 3159-28

Brentwood, TN
LIT, 7650-63
Knoxville, TN

3233-25

Denver, CO
MacToast, 4967-27
Reston, VA
Rhonda MacDiarmid,
Gnomemasters, 5780-27
4394-70
Reston, VA
Peter Eliassen, 5223-70
Church of God, 1057-30
Joanne Gilchrist, 5323-70
Hinsdale, IL
Mary Rogers, 1895-72
Frank B. Hall, 1621-31
Donald J. McGiven, 5982-72 Boston, MA
Margaret Anne McPherson, ACRONYMS, 3463-31
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Concord, MA
Sue Chown, 1315-74
IDG, 5281-31
BasU Carter, 2711-74
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Elm City, 1430-45
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Patrick A. Panfile, 3259-65
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Karen D. Hawkins, 2661-66

Longview, TX
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Richfield Legion, 232-6

Houston, TX
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Greenville, SC
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Greenville, SC
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Burns Lake, B.C., Canada

Oak Park, 614-30

ADA, 2970-15
Penticton, 2392-21
Pentaf, 2014-27
Woodland, 3051-33

5864-14

Outspoken, 5346-21
Burnaby, B.C., Canada

Hong Kong, 1364-U
Tokyo, 1674-U

Corpus Christi, TX

4908-56

INEL/WINCO, 3404-15
Idaho Falls, ID
Chariton, 5995-19
Chariton, lA
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Kelowna, B.C., Canada

35 years

2135-56

AT&T Alpha Orators,
Alpharetta, GA

Alliance, 767-10

Sacramento, CA

3500 Foot, 1319-42

Eugene, 145-7

Capital Speakers, 2080-57
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The Moderator, 3200-61
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9-B Power Speech by Roy Alexander. Hardback
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15-B. How To Be Funny by Steve Allen. Paperback
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48-B. Making Successful Presentations by Terry C. Smith. Paper
back
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r-B. What to Say and How to Say It by David Belson. Paper
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515.00
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back

63-B. Personally Speaking by Dr. Ralph C. Smedley. Paperback. .57 50
64-B. 77ie Art of Talking So That People Will Listen by Paul W
Swets. Paperback
57,95

520.00

518.95

67-B. How to Be the Life of the Podium by S. H. Simmons
Hardback

515 95

520.00

57-B. The Greaf ftaoema/fer by Dr. Ralph C. Smedley. Hardback .53.50

79-B When You Preside by John D. Lawson. Hardback. .518.95

2t B. The Great Thouf^ts by George Seldes. Paperback.. .512.95

58-B. The Smile Connection by Esther Blumenfeld and Lynne
Aspern. Paperback
57.95

94-B. More on the Gentle Art of Verbal Self-Defense by Suzette

54.95

59-B Turning People On by Lewis E. Losoncy. Paperback .57.95

Haden Elgin Paperback

26-B Chanpe Your Voice. Change Your Life by Dr Morton Cooper.
Paperback
57.95

62-B. You Can Do It by Lewis E. Losoncy. Paperback....57,95

258-B. The SBuat/ona/Leader by Dr Paul Hersey. Hardback513.50

I9 B. Push Button Wit by Doc Blakely. Hardback

25-B Parliamentary Procedure at a Glance by 0. GarOeld Jones.
Paperback

30-B. Roben's Ruies of Oriier (Newly Revised). Hardback.. 516.95
.32-B How to Write and Speak Effective English by Edward Frank
Allen. Paperback
52.50
3.VB. Present Voursttf with Impact by Cai>1 Winter Paperback .53 95

35 B. You Are The Message by Roger Ailes. Hardback. ..519 95
36-B Doc Blakely 's Handbook of Wit and Pungent Humor by Doc
Blakely. Hardback
520.00

37-B. .Niever Be Nervous Again by Dorothy Samoff. Hardback.. 516.95
39-B. Mastering the Art of ^ <S A bv Miles Mattel, Ph.D. Hard

back

'

521.95

40-B. Speakeasy—How To Talk Your Way To The Top by Sandy
LInver. Paperback
57.95
41-B. The Bully Pulpit by Elizabeth Frost. Hardback .523 95
42-B Library of Laughter by Larry Wilde. Hardback.. 525.00
43-B. What's Your Point? by Bob Boylan. Paperback. .512.95

44-B. Speaking to Groups Eyeball to Eyeball by James B. Ander
son. Ph.D. Paperback
519.95
45-B. Speaking in Public by Reid Buckley. Hardback

.51- 95

57.95

NOTE: Book prices are supplied by the publishers and are subject to change without notice

27-B, ThinkingOn YourFeetby Marian K. Woodall. Paperback .5995
29 B. roa5/5—Plain. Spicy and Wry by Perry E. Gresham.
Paperback
55.95

89-B. Think On Your Feet by Kenneth Wydro. Paperback... 56.95
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Board of Directors

Issue/Pg.

Your Speech

TI Board Report

May/14

Denise Harrison

Your 1989-90 Officer

Candidates

June/20

John F. Noonan, DTM:

Building a Better You

Sept/6

TI Board Report

Nov/30

June/19

Get a Grip!
Gary Pittman

JuIy/4

Humor
Comedians Want to Have
Fun, Too

Gene Ferret

Etiquette: The Conquest of

June/23

A Word to the Thoroughly

Civilization over Barbarism

Thomas Montalbo, DTM

JuIy/8

Modern Man

John Cadley

JuIy/6

What Does a Humorist

Convention

Look Like?

Have Fun in the Sun

Gene Ferret
Me and My Toastmasters

Mar/22

and Apr/16
Toastmasters Have Fun
in the Sun

Sept/12

Manual
Michael Birt

Oct/8

Dec/6

Humor is the Message

Attitude

Gene Ferret

Bridges for an Attitude Gap
Casey Kerns

Feb/8

Toastmasters Wizardry

Language

%•

Say What You Mean,
Mean What You Say

ir

Gigi Lambrecht

Feb/19

Our Obligation to Our

Gale S. GUI

Audience
Gene Ferret

Charles Downey

May/22

George Hennenfent

the Right Sounds

May/24

Lenard D. Moore

The Fire of Your Ideas

June/12

Excuses, Excuses
Charles Downey

Mind Your Telephone
Manners

Oct/16

Angst in the Office:
The Seven Faces of Stress
Charles Downey
The First Five Minutes
David Trembley

Nov/20

Leon Retcher
Telephone Courtesy
Pat Fitzgerald

JuIy/12
July/14

Toastmasters

Nov/24

Mike Cronin
Alma Denny

Education

JuIy/24

Jeffrey P. Davidson

Jan/6

How to Work with the Media

Lin Grensing

Jan/24

Checklist for Speakers
Susan Sizer Bogue

Feb/24

Turning Your Speaking Skills
into Training Programs
ApriI/8

Judith E. Pearson, DTM
May/8
Open Up Those Golden Ears
Leon Retcher
May/12

Power: Not Necessarily a
Bad Thing
June/6

How to Get Your

Speeches Published
June/16

April/14

Communicating Through
an Interpreter
Marcia Yudkin

JuIy/22

Aug/12

A Leader's Greatest Challenge:

Allan Cox

Tips on Entering the

Julie Bawden Davis

Aug/14

Cruising for Free: A Speaker's

Aug/24

March/10

A Checklist for Promising
Future Leaders

Michael E. Kolivosky & Laurence J. Taylor....
March/14

Oct/24

Dec/4

Here's Looking at You
W. Marc Bemsau

Toastmasters Teaches
Julie Bawden Davis

Aug/16

Toastmasters Teach Special
Olympics Athletes to Speak Up
Andrea Cahn

March/8

Leadership

Complain with Power

Beverly Plass

March/6

Motivating Volunteers

Professional Speaking Circuit

Carol Richardson
Strategies for Good Vocal
Hygiene

by Inspiring Self-Confidence
Dr. Warren Bennis and Burt Nanus...March/4

of Refusal

W. Lynn Seldon, Jr

Effective Leaders Take Charge
Using Your Unique
Leadership Strengths

Saying No—Writing Letters
Sandra S. Nutting

Leadership

Aug/11

Dream Boat

Network Your Way to the Top

30 The Toaslmasler

Don Wallace

Lillet Walters

Bobette Hayes Williamson

Aug/8

Sending the Right Message

Concerning Your Concentration

Jan/13

Don't Be Guilty of
Doublespeak
Charles Downey

Table Manners for

The Art of Letter Writing

Extending the Life of

Jan/12

Creating an Image with

Charles Dickson, Ph.D

Neysa C. M. Jensen

Jan/8

Vocabulary Pushups

from Defeat

Lin Grensing

Jan/4

Speaking of English

Feb/22

The Key is Attitude
Earl Marryat, ATM
Drawing Dividends

Roger Ailes

Dec/13

Leadership: Management's
Better Half

John H. Zenger

March/16

Famous Leaders and You
Thomas Montalbo

March/24

Preside with Pride
Dec/20

Edwin C. Bliss

May/6

smm
Refleaions on

Dt Raiph C.-

Julie Bawden Davis

Make It Happen
Bob Waterman

Nov/13

Membership

i

Protocol

Dan Murray, ATM

July/20

Are You Content with the

The Mentor Program Saved

Content of Your Speeches?
Leonard M. Serafino, Jr., ATM

Our Club

Rex R. Moore, Jr., ATM

July/16

The Essentials of Platform

Feb/12

Aug/6

The First Two Minutes of

The Joy of Coaching
Mica Sunday Deerfield

wmM

Feb/14

Greet the Stranger Warmly
Don Vieweg

Feb/15

Program Your Meetings
Neal Johnson, ATM
ApriI/6
Recruit Members Through
Communication Workshops
Donn Le Vie, Jr., ATM
May/4

A Personal and Professional

Opportunity
Jacqueline de River-Daniel

Allan Kaufman, DTM

June/4

Nov/11

Power-Packed PR:
Toastmasters on a Stick

Dec/8

17 Ideas on How and Where
to Promote Toastmasters

Lessons Learned from a

Dying College Club

Dec/11

'Release' Your Press!

William S. Lawson, Ph.D

June/8

Avoiding Toastmasters Burnout
Terence J. Sacks, CTM
Aug/4
You Don't Have to Be the
Toastmaster

Leslie Boyd, DTM

Dec/12

Creating Your Club
Newsletter
Valerie Orleans

Dec/16

Who Me? Editor? Why Not?
Kathi S. Hunnicutt

Dec/18

Jan/19

Keith R. Frost, ATM

Oct/4

Triangulate Your Talk
Roy Fenstermaker, DTM
Adjusting to Your Audience
Margaret Keys
The Frozen Speaker
Morey Stettner, CTM
Twenty Ways to Be a Better

Oct/6
Oct/20
Oct/21

Talker

Nov/4

Jan/22
Feb/4

Reset Your Communication
Radar

Dick Derrick, ATM

Dec/14

Microphone Dies
Doc Blakely

Dec/24

Feb/6

Public Speaking Phobias
Gloria Westheimer

Nov/14

What to Do When the

Sue Binder

Marjorie Ziskovsky, CTM

Nov/6

Technical Seminars for the
Non-Technical Audience
Toni A. Williams-Sanchez

Building a Bridge for the
Hard of Hearing

Eye Contact: A Powerful Tool
Nov/8

Sept/22

Joseph Ferrara

Dr. Ralph C. Smedley
Thomas Montalbo, DTM
Sept/8 Snappy Sources Shape
Spicy Speeches
Congressional Clubs Host
Charles R. Gruner
Innovative Meetings
Dr. Bettye Lewis-Underhill, DTM...Sept/16 Organized Speech
Development
Toastmasters Goes to
Tom Powell, CTM
Washington
Tracy Watson
Sept/19 Unleash Your Emotions

The Corporate Speaker's Bureau:

Charlene Bunas
The Eulogy: A Public
Speaking Challenge

Presentation

Speaking Techniques

Dallas Toastmasters Meet
Ramses the Great
Brian Richard

Sept/14

The Formal Conference Paper

Aug/22

Reflections on

Sept/4

Honor Your Titles

Glenna Grey

Become a Master Recruiter!

Your Speech
Robert Owen
Speaking on Course
Margaret Keys

Feb/16

Special Issues

Leadership
Etiquette
April/4 Corporate Communication

March
July
Nov.

Margaret Keys
Cadence: The Key to Effective
Speechwriting
Bruce O. Boston
April/12 TI Programs and Services
Open Your Speech with
Pizzazz

Network

Your Way
To The Tm!

Dori Zarr
April/22
Keep Your Voice in Tune
Mary E. S. Fleming, DTM
April/24
Say It with a Simile
Elyse Sommer
May/16
Put Spice in Your Speech by
Turning a Phrase
Robert Keeler
May/19
Speak Up, Hands
Chris Rogers
"And Our Speaker Is..."

June/24

First Toastmasters Club
Chartered in the Soviet Union

Suzanne Frey

Jan/16

The Toastmaster Readership Survey
May/21
Meet Your 1989-90 District

Governors

Aug/19

1989-90 District Governor

Directory
Aug/31
International Hall of Fame...Sept/24
Tl Builds New World Headquarters!
Suzanne Frey

Nov/16
December 1989 3 1

Stand uut In A urowd
s

V

.

J
Eye-Catching

5703. Tl
Pendant.

• 7000. TI Cap.
• 7001. A,B,C,D

©

Light blue Tshirt with

"Speaking
Power" slogan.

• 7005. A,B,C,D Sweatshirt with

with "Speaking Power" slogan.
• 7003. A,B,C,D Men's white
embroidered

rainbow "Speaking Power" slogan.
Clothing available in small(A), med
ium (B), large (C), and extra-large(D).

emblem.

• 7004. A,B,C,D Women's white
sport shirt with embroidered
emblem.

Please send

Earrings.
5700. Scarf pin.
5701. Brooch.
5811. Bolo tie.

• 7002. A,B,C,D White T-shirt

sport shirt with

5704. Pierced

11

Image-Making

Conversation-Starting
• 5761. Key chain.
• 6603. Pocket pointer.
• 6604. Auto shade.

• 6607. Matte crown pen.
• 66O8. Letter opener.
• 6609. Paper cube.

• 5753. Large membership pin.

• 6611. Bookmark.

• 5751. Miniature membership pin.

• 365. Mug.

Mail to Toastmasters International, P.O. Box 10400, Santa Ana, California 92711.

me;

Quantity
5753 @
5751 @
5703 @
5704 @
5700 @
5701 @
5811 @

5761 @
6603 @
6607 @
6608 @
6611 @

13.00
J2.50

tl5.00

$6.95
J4.50
$12.00

16.50
$4.50
$7.00

$9.95
$4.50
$5.25

Add $.50 shipping &
handling to each item
above.

7000 @ $5.50
6604 @ $5.50
6609 @ $5.50
365 @ $6.25
Add $1.00 shipping &

handling to each item
above.

.7001-A (S) i i> $12.00
. 7001-B (M) I |> $12.00
. 7001-C (L) i i> $12.00
. 7001-D (XL) @ $12.00
. 7002-A (S) @ $12.00
. 7002-B (M) <g
a $12.00
. 7002-C (L) @
i $12.00
.7002-D (XL) @ $12.00
.7003-A (S) (ji $29.95
.7003-B (M) I 31 $29.95
.7003-C (L) 4i $29.95
.7003-D (XL) @ $29.95
.7004-A (S) 4i $29.95
.7004-B (M) I a $29.95
.7004-C (L) 4i $29.95
.7004-D (XL) @ $29.95
.7005-A (S) @ $25.95
.7005-B (M) <8 $25.95
.7005-C (L) @ $25.95
.7005-D (XL) 4 ) $25.95

Add $2.00 shipping & han
dling to each item above.

California residents add 6% sales tax. Where postage exceeds shipping and handl
ing, customer will be billed for the excess. Coupon expires 10/90.
PAYMENT MUST ACCOMPANY ORDER.

(U.S.) is enclosed

My check or money order for S
Or

Bill my MasterCard / VISA (Circle one)
Expiration date.

Credit Card No._

Signature
Name.
Club No.

District .

Address_

City .
Country .

State/Province ,

Zip.

See the 1990 Toastmasters Supply Catalog for complete descriptions of these items
and information on other educational and promotional materials.

